














STREAMLINED TRAINS AND CHESSMEN 


Among America’s expanding industries, one of the 
most fantastic is aluminum. Just how fantastic it 
is may be judged by the fact that the aluminum 
consumption predicted for 1950 was reached in the 
second half of 1946. 

The metal’s low cost and ease of fabrication, plus 
the new uses found for it by research, have made it 
almost as basic a product for industry as paper. 
It is used now in the manufacture of everything 
from pots to streamlined trains, dirigibles, freight 
cars, boats, and houses, and from pans to roofs, 
shingles, typewriters, golf clubs, and chessmen. 

And the aluminum industry —only one of 
America’s expanding industries— uses vast 
amounts of paper. 


“‘Paper Makers to America” is on its way to 
greater production. But it will take some doing 
before the demand for Mead Papers of the Mead, 
Dill & Collins, and Wheelwright lines can be satis- 
fied. Meanwhile, your best bet is to keep in touch 
with your Mead merchant and to rely on him to 
keep you posted on the current availabilities of “the 
best buy in paper today.” 


* & & Mead offers a completely diversified line of papers in 
colors, substances, and surfaces for every printed use, in- 
cluding such famous grades as Mead Bond; Moistrite Bond 
and Offset; Process Plate; Wheelwright Bristols and In- 
dexes; D & C Black & White; Printflex; Canterbury Text 


and Cover Papers. 


MORE THAN ONE HUNDRED YEARS OF PAPER MAKING 








THE MEAD CORPORATION . 


The Mead Sales Company, 230 Park Avenue , New York 17+ Sales Offices: Mead, Dill & Collins, and Wheelwright Papers + Philadelphia+ Boston -Chicago- Dayton 





“PAPER MAKERS TO AMERICA™ 











The 
Month’s 
Round-up 


by H. H. 


June sure busted out all over for 
this reporter. 


One busy day (June 4th) in Wash- 
ington visiting with the Post Office 
Department, Paul Bolton and others 
there who are interested in “public 
relations.” Paul expanding his opera- 
tions in the home building and other 
fields. He is very much sold on the 
idea that Direct Mail will play an 
increasingly important part in public 
relations work. Its possibilities have 
only been scratched! We'll have 
more items about the subject in THE 
REPORTER from now on. 


Down to Raleigh, North Carolina 
(June 5th) to speak before the Ad- 
vertising Club. It’s been in existence 
for only a year ... but is a lively 
organization. 


Jimmy O'Neal of the Raleigh Let- 
ter Writers was my official host. He 
managed to avoid profitable work for 
the entire day devoted to showing me 
the sights of Raleigh and surround- 
ing country. A visit to the University 
of North Carolina at Chapel Hill and 
with Dean Carroll of the School of 
Business was a high spot of the trip. 
A great school . . . symbolic of the 
new spirit of the South and growing 
rapidly. ‘Too bad they are forced 
to turn down so many applicants. 


Another illustration for the “nice work 
if you can get it” department. Red Pope, 
President of the Raleigh Advertising 
Club, moved over to the left to make 
room for visiting celebrity Ava Gard- 
ner. Jimmy O’Neal is in the white suit. 
The speaker is making a serious investi- 
gation of the forthcoming version of 
The Hucksters. 
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More than 13,000 disappointed 
young people this year. But plans 
are being laid for greater expansion. 


No use to report on the evening 
speech before the Advertising Club. 
Just about the same as those given 
before the Baby Chick Association, 
the Erie Advertising Club, the New 
York Women’s Advertising Club, 
etc., etc., etc. Everyone seems to be 
interested in the simple subject of 
how to write better letters. Jimmy 
O’Neal managed to gather about two 
dozen samples of letters sent out by 
Raleigh business men and we 
had a lot of fun and no hurt feelings 
analyzing the mistakes. 


Red Pope of the North Carolina 
Power Company, president of the 
Ad Club and the other officers were 
genial, courteous and friendly hosts. 
Mayor Graham H. Andrews honored 
the speaker by being at the head 
table. Also present was vacationing 
Ava Gardner, native North Caro- 
linian actress who has just finished 
her work in the movie version of ““The 
Hucksters.”’ 


Enjoyed spending some time in 
Jimmy O’Neal’s letter production 
shop . . . watching normal operations 
on a busy day. Like many other 
similar shops I’ve visited around the 
country, the new generation is tak- 
ing over. Jimmy’s son and son-in- 
law are now actively interested in 
the business . . . and of course are 


telling the “old man” all the mis- 
takes he has made during his busi- 
ness life. 


Raleigh is a comfortable break in 
the trip between Florida and New 
York . . . so we anticipate other stops 
in that bustling city of the South. 

* « * 


In Philadelphia (June 6th) this 
reporter met with fellow judges to 
select winners in the annual adver- 
tising competition of the National 
Advertising Agency Network. Par- 
ticipating in the study of stacks of 
entries were Ben F. James, President 
of the Poor Richard Club, Graham 
Patterson, Publisher of the Farm 
Journal, Harry L. Hawkins of the 
Philadelphia Evening Bulletin, Har- 
old Le Duc, Vice President of The 
Bell Telephone Company of Pennsyl- 
vania and Robert Beard, Vice Presi- 


dent of McGraw-Hill Company. 


Entries covered all branches of ad- 
vertising. It would have been im- 
possible for any one judge to go 
over all the entries, so we split up 
the work. Those more familiar with 
the other forms of advertising handled 
radio, newspaper, magazine, outdoor, 
etc. Ben James and this reporter 
focussed on Direct Mail and co-ordi- 
nated merchandising campaigns. 


The winning Direct Mail cam- 
paigns were interesting and we'll 
describe them briefly. 


(Continued on Page 23) 




















Business knows an easier way to fashion a sales curve than hitting a 









market cold. Consistent advertising on Champion paper preheats a prospect’s interests and pounds 
out better profits. In Champion’s three great mills, fine paper races off nineteen giant paper machines 
at the rate of two million pounds per day. Tons of coated and uncoated for letterpress and offset, cov- 
er, business papers, envelope, post card, high finish package wrap, papeterie. These constitute a line of 


such completeness, value and popularity that even this great output never quite overtakes demand. 


us Chengtein See AND FIBRE COMPANY...HAMILTON, OHIO 


Manufacturers of advertisers’ and publishers’ coated and uncoated papers, bristols, 
bonds, envelope papers, tablet writing and papeterie . . . 2,000,000 pounds a day 
MILLS AT HAMILTON, OHIO...CANTON, N. C.... HOUSTON, TEXAS 
NEW YORK - CHICAGO - PHILADELPHIA - DETROIT + ST. LOUIS - CINCINNATI + ATLANTA - SAN FRANCISCO 
















SELLING... 


IS COMING BACK 


THE REPORTER has just received 
from Jack Hewson, Assistant Sales 
Promotion Manager of Servel, Inc., 
Evansville 20, Indiana, samples of 
Servel’s current Direct Mail adver- 
tising. 


This material deserves a lot more 
space than we can spare. But, here’s 
a short description: First ... there’s 
a portfolio of advertising and sales 
promotion material on the Servel Gas 
Refrigerator. It measures 10°x 14, 
has 28 pages and covers, with pock- 
ets back and front. Nothing par- 
ticularly unusual about the portfolio 
itself . . . except that it’s an excel- 
lent revival of the prewar portfolios 
furnished to dealers to tell them how 
to do a selling job. The Servel port- 
folio is up to or better than prewar 
standard. It gives the picture of mer- 
chandising possibilities and then tells 
what to do about it. In the front 
pocket of the portfolio is a four page 
leaflet, 845°x 11", titled “Memo to 
Management’—a simple one color 
multilith job which tells a fast read- 
ing story to utility executives about 
the value of the gas refrigerator load. 
It discusses competition between gas 
and electricity and tells the utility 
executive what he can do to counter- 
act competition. 


In the back pocket of the portfolio 
is a series of six file folders, contain- 
ing descriptive sheets of available 
advertising material. These file fold- 
ers have built-in index tabs, so that 
they may be used in standard filing 
cabinet drawers. They are also 
punched so that they may be inserted 
in standard three-ring binders. 


The border of each descriptive 
sheet is printed in the same color 
as the file folder in which it is to 
be filed. When supplementary de- 
scriptive sheets are prepared and 
mailed, they will follow this same 
color identification, according to the 
information given to us by Jack 
Hewson. 


To make the subject clearer, the 
file folders cover the following sub- 
jects, and we will put the color of 
the outside jacket in parenthesis: 
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Local Advertising Materials (or- 
ange ) 


Direct Mail and Literature (blue) 
Retail Salesmen’s Aids (red) 
Displays and Signs (green) 
Home Service Materials (brown) 


Salesman Selection and Training 
(yellow). 


Charles Konselman in his series 
of articles has been writing on the 
value of coordination. This cam- 
paign is one of the best examples in 
the country, because certainly all the 
forms of advertising, including news- 
papers, magazines, outdoor, point-of- 
purchase and Direct Mail, have been 
coordinated so that the art work, the 
copy and the types of appeals have 
been applied to all of the media. 


Because of gas restrictions in cer- 
tain parts of the country, public utili- 
ties are permitted to sell Servel All- 
Year Gas Air Conditioning only to 
homes already equipped with gas 
house heating. For that reason, gen- 
eral newspaper advertising, outdoor 
advertising and other mass media 
could not be used effectively. Instead, 
the Servel advertising department de- 
signed a six piece mail campaign to 
go to families already using gas house 
heating. This specialized campaign 
was presented to public utilities 
throughout the country in a special 
bulletin, with a sample of each piece 
attached. The bulletin first empha- 
sized the pieces. It described their 
deluxe quality, their colorfulness, 
humor, fast-reading text and their 
rapid-fire impact. 


Some of the readers of THE ReE- 
PORTER should be interested in the 
advice given in the bulletin about 
mailing lists and mailing. 


To whom should the folder be mailed? 


Compile your mailing list by screening 
your domestic meter records for families 
that are already using gas for house 
heating. Further screen these families by 
selecting: 


(1) Those whose gas bills are big 
enough to indicate a scale of living 
that would justify All-Year Gas 
Air Conditioning; 


(2) Those who live in the better resi- 
dential sections, where more mod- 
ern homes and higher real estate 
values indicate greater incomes; 


-_— 
ee 
~~ 


Those whose present house-heat- 
ing systems are so old or so obso- 
lete that they would normally be 
replaced soon; 


(4) Those whose homes are already 
equipped with warm air ducts. 


This procedure will give you a list 
of good, live prospects to whom you can 
sell All-Year Gas Air Conditioning this 
year without increasing your winter load. 


How should the mailing program 
be organized? 


Select a competent clerk to maintain a 
file of prospect cards, and to address and 
mail the folders. Assign a salesman to 
each prospect, and put his name on the 
fle card. As soon as a return card 
comes back, it should be given to a 
salesman for personal follow-up, and no 
further mailings should be made to the 
prospect. 


When should the folders be mailed? 


The clerk should mail the folders so 
that they reach prospects at intervals of 
two or three days. However, don’t at- 
tempt to mail folders to the entire list 
at the same time. Break the list down 
into three or more groups, and stagger 
the mailings so that your salesmen will 
be better able to follow up return cards 
as they come in. Mailing dates should 
be noted on the file card. 


How much do the mailing pieces cost? 


Because Servel has absorbed all initial 
costs, you pay only 15¢ per set, including 
6 folders, 6 return cards and 6 mailing 
envelopes. The folders and cards will be 
imprinted with your company’s name and 
address. 


What will have to be done to the 
folders after they are received 
from Servel? 


When you receive the folders, they will 
be imprinted with your company name 
and address, and folded twice to approxi- 
mately 544°x 8%”. The return cards will 
be imprinted with your company name 
and address. The mailing envelopes will 
be blank. It will be necessary to do the 
following: 


(1) Each salesman should personally 
sign the letter on the front page of 
the folders going to his assigned 
prospects. 


(2) The salesman or the mailing clerk 
should address the’ envelopes. 
(Neat longhand is better than typ- 
ing.) 

(3) The mailing clerk should then 
complete the folding of the folders 


(Continued on Page 6) 












to 5%4”x4™%”, enclose the return 
cards, and insert folders and re- 
turn cards in the envelopes. 


(4) Seal the envelopes, attach postage 
(or run through postage metering 
machine), and mail. 


How much postage do the folders 
require? 


Because the envelopes are of the post- 
age-saver type, each folder may be 
mailed for only 144¢ postage. (If stamps 
are used, three stamps of %¢ denomina- 
tion are preferable to one stamp of 14%2¢ 
denomination.) In quantities of 200 or 
more, the folders may be mailed for 1¢ 
each if “Sec. 562 P.L.&R.” is printed in 
the upper right-hand corner of the enve- 
lope. (Servel will print this line on the 
envelopes for $1.25 per 1,000 or less.) 


How much postage do the return 
cards require? 


If you have a business reply permit, 
the cards can be mailed back to you 
without postage under Sec. 510 P.L.&R. 
Under this method, you pay the Post 
Office 2¢ for each card that is returned 
to you—no postage at all on unreturned 
cards. Or you can attach 1¢ stamps to 
all the return cards before they are 
inserted in the envelopes. 


What information does Servel need 
to complete the folders for your 
Company? 

Simply supply us with all of the in- 
formation called for on the enclosed order 
blank. 


Send in your order for these mailings 
today. Take advantage of the _ hot 
weather to get maximum leads for AIll- 
Year Gas Air Conditioning. 

So much for the bulletin and how 
Servel described its campaign to the 
utilities who might use it. 


This reporter is more than inter- 
ested in the six-piece campaign. Each 
was printed on a deckle-edged french 
fold letterhead, measuring 6x9 
(folded). Each letter was on a differ- 
ent colored stock with specially pre- 
pared illustrated heading. No fill-ins 
were attempted. Each letter started 
with a bold caption which tied in 
with the illustration at the top. 


Without further ado we give you 
the six Servel letters. Our only 
comment is... they are good. 


What’s a good night’s sleep worth? 
—(green stock) 


It’s hard to place a dollar value on 
some things... 


How much would you pay, for in- 
stance, to sleep soundly every night this 
Summer—and to wake up each morning 
feeling fit and fresh? . 


What would it be worth to enjoy your 
meals in cool, clean comfort? 


To share 
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the zestful mountain-resort atmosphere 
of your home with grateful guests? ... 


These are just a few of the priceless 
benefits you get from a Servel All-Year 
Gas Air Conditioner .. . 


You may not be able to put a cash 
appraisal on mental stimulation—freedom 
from dust and dirt—or relief from hay 
fever... 


But the dollars-and-cents story of 
Servel Air Conditioning might prove to 
you that few things in life can do so 
much—for so many—for so little. Mail 
the card for hard cash facts... 
(Signed by salesman 
covering territory) 
Throw away your calendars... 

—(white stock) 


Let spring go on forever in your heart 
and in your home... 


.o°s bard to placs 


tee mcs would you ss 
Po hy every 


Most people can’t do anything about 
the weather (except talk about it). For 
these-unhappy souls the shifting seasons 
mean a never-ending struggle against 
scorching Summer suns and wild Winter 
winds... 


But—for a few select families — the 
Servel All-Year Gas Air Conditioner can 
make every month of the year seem like 
a perfect day in May—brisk, balmy, 
beautiful 


Wouldn’t you like to know more about 
this “New Quality of Living”? Just mail 
the enclosed card. It’s your ticket to a 
year-round vacation at home... 


How’d you like to live on a moun- 
tain top? 
—(blue stock ) 


That’s one way of keeping cucumber- 
cool this summer... 


But there’s an easier way to dodge 
the dog days. When the weather turns 
sticky and stuffy, just flip the finger-tip 
switch of your Servel All-Year Gas Air 
Conditioner .. . 


Immediately you get blessed relief. 
Refreshing, refrigerated air flows into 
every room of your house, driving out 
oppressive heat and humidity .. . 








In this invigorating mountain-resort 
climate, you eat better, sleep better, live 
better... 


Find out how you can enjoy this “new 
high” in summer comfort. Mail the 
enclosed card today for down-to-earth 
a ae 


There’s Magic at your fingertips 
—(rose stock) 


Maybe you can’t pull a rabbit out of 
a hat—or saw a woman in two— 


But here’s a trick that tops them all... 
With the deftest touch of your finger, 


you can whisk your whole family away 
to a piney, winey woodland in Summer 


or to a palmy, balmy paradise in 
Winter... 
This is “climate magic” that only the 


Servel All-Year Gas Air Conditioner can 
help you perform... 


With one central automatic control and 
one simple gas-operated unit you get 
perfect weather every month of the year. 


Another good trick for you to do would 
be to sign and mail the enclosed card 
for further facts and figures... 


Sw --t is a horrid, torrid word 
—(ivory stock) 


Nobody likes to talk about it—except in 
a Turkish bath . 


- 

But you know what we mean—the 
drippy, droopy stuff that keeps you wring- 
ing wet on sweltering, swampy days— 
that ruins new hair-do’s — that makes 
clothes stick like mustard plasters ... 


Science has found a way to end the 
annoyance of sw-- (oops, sorry!) in 
your home... 


The Servel All-Year Gas Air Condi- 
tioner acts like a cold sponge on_ hot, 
humid Summer en you off — 
keeps you dry . 


If you’d like to know how a simple gas 
flame can do all these things, just mail 
the enclosed card . 


Close the Door, Richard . 
—(grey stock) 


And lock the windows, too... 


Even in the stickiest, stuffiest weather, 
you no longer need to throw your house 
wide-open in the hope that some stray 
breeze may come drifting in... 


There’s a newer, 


safer way to keep 
cool ... 


With every door and window shut 
tight, the Servel All-Year Gas Air Con- 
ditioner fills your home with delightful 
ocean-like breezes. The tighter your 
home is shut off from the outside world, 
the greater your comfort—the greater 
your freedom from street noise and dirt 
—the greater your protection from pests, 
pollen and prowlers... 


Mail the card for further details on 
this interesting open-and-shut proposi- 
a 
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Each letter appeared on the first 
page of the french fold mailer. On 
the inside spread of each piece was 
a short description of the Servel Air 
Conditioning Unit. A sketch of the 
unit appeared in the layout. In each 
piece the description is slightly dif- 
ferent, but the inside layout on all 
six has a family similarity. Inserted 
in each piece was a special reply 
card. Each card had a colored border 
which tied in either with the stock 
used in the piece, or with the second 
color used in the illustration or head- 
line. Even the slogan on the card 
tied in with the heading, but did 
not repeat it in exact wording. For 
example, the card which was inserted 
in the letter, “How’d you like to 
live on a mountain top?” had for its 
main caption, “Up in the air?” The 
card inserted in “Throw away your 
calendars . . .” had as its caption: 
“Don’t Waste another Summer.” 
The design used on the letterhead 
was reproduced in miniature (with 
adaptions) on the reply card. 


This reporter labels this effort a 
nearly 100% perfect manufacturer- 
dealer-consumer Direct Mail cam- 
paign. 


Jack Hewson reports that in addi- 
tion to the six folders, some utilities 
delivered bunches of beautiful dew- 
covered roses to their best prospects, 
with a card reading, ““This will give 
you some idea of how fresh and clean 
vour home will be after you install 
Servel All-Year Gas Air Condition- 
ing.’ The card attached to the roses 
was personally signed by the indi- 
vidual salesman who had signed all 
of the six mailing pieces and who 
followed up the mailings in person. 


Bunches of dew-covered roses to 
everyone concerned! ! ! 


A GOOD GOOD-WILL IDEA 


The Warner Electric Company, 
Inc., 1512 West Jarvis Avenue, Chi- 
cago 26, Illinois, attach a little 
314"x 234” slip of blue paper to each 
check issued by the treasurer of the 
company. Prominently printed on 
the slip is the following message: 
“Another Invoice PAID PROMPT- 
LY by Warner Electric Company, 


Inc.” 


Makes a very good impression. 
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How To Start A “Dear-less” Letter 


There’s been a lot of talking and 
writing (pro and con) about the 
elimination of “dear” in business let- 
ters. Some folks have claimed that 
it takes too much effort to think up 
opening sentences into which you can 
put the addressee’s name. 


Too much effort? We wonder! 


Every conversation starts with some 
sort of sentence. The more natural 
and friendly, the better. So, our ad- 
vice is: Start your letter just as you 


would start a conversation in person 
or by telephone. Don’t strain to be 
witty or “cute.” Just start. 


If our experiences will help any of 
you, you are welcome to it. Listed 
below are three dozen conversational 
dear-less openers taken from the run- 
of-mine daily correspondence of THE 
Reporter. Nothing sensational about 
them. We don’t even claim they are 
good. Just natural openers. File 
these away—or develop better ones 
for your own use. 


LETTER OPENERS 


Glad, Mr. Hines, 


to answer your letter of June 12th. 


Just finished reading, Mr. Jones, 


your letter of June 12th. 


Your letter of June 12th, Mr. Brown, 


contains very good news. 


I was pleased, Mr. White, 


to get the good news in your letter of June 12th. 
I certainly appreciate, Mr. Black, 


your letter of June 12th. 
Thanks a million, Mr. Smith, 


for your letter of June 12th. 
It's good to know, Mr. Jacobs, 


you like the book. 


Guess you know, Mr. Hopkins, 


how much we appreciate your letter of June 12th. 


Since receiving your letter, Mr. Kane, 
we've tried to get the information you want. 


Your letter, Mr. Mack, 


certainly helped to make the day brighter for us. 


Always glad, Mr. Baker, 
to hear from you. 


Wonder, Mr. Paul, 


if you could do me a favor? 
You'll be interested, Mr. Ford, 


in the item attached. 


Your letter, Mr. Bond, 


certainly hits the nail on the head. 


Your fine letter, Bill, 


brought sunshine and flowers into our office on a 


rainy day. 


The clouds rolled away, Sam, 


when your letter landed on my desk. 


Do you believe, Jack, 
in miracles? Well. . 


» one seems to have happened. 


(Continued on Page 8) 
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Your contract, Frank 
for space in The Reporter caused a hallelujah cele- 
bration. 


You have every right, Susan, 
to complain about that mistake. 


I don't blame you a bit, John, 
for being riled=-up about that boner. 


How would you feel, Dick, 
if an old friend refused to answer, etc. 


That problem of yours, Mr. Dickie, 
Shouldn't be too hard to solve. 


The information you need, Mr. Raymond, 
is on page sixteen of this month's Reporter. 


That secretary of yours, Bob, , 
sure knows how to make a letter look snappy. Pat her 
on the back for me. 


Your secretary, Horace, 
called to ask for our latest issue. 
by messenger. 


Here it iS . e e 


Your check, Mr. Bellows, 
paying for our course is greatly appreciated. 


Please excuse me, Mr. Colvin, 


for the delay in answering your letter. I was away. 


That speech of yours, Senator, 
carved you a niche in the Hall of Fame. 


Your article, Randy, 
proves that you know what's what. 


This check, Alice, 
in payment for your idea should at least provide 
enough for another stunning hat. 


It's been a long time, Mr. Mayer, 
Since I've read as beautiful a letter as yours of 
June 10th. 


The printer just phoned, Gene, 
and said your reprints would be shipped tomorrow. 


Here's a problem, Dan, 
which only you can solve. 


I'm talking, Mr. Benisch, 
into my soundscriber a conversational reply to your 
welcome message of last Monday. 


You asked me, Herman, 
to send you the DMAA program when completed. 


Words seem so futile, Mary, 
when I try to tell you how sorry I am to learn of your 
Mother's death. 


Put in the “Dear 
salutation. Then start 
vour first paragraph with the natural 
first line. 


Special added note: For the bene- customary style. 
fit of those who do not like “dear- Mr. Hines” 


less’’ letters just change the 


samples given above to your own 


$ 








REPORT ON A CARD 


The reproduction below is copy 
which appeared on a 4” x64” pri- 
vate mailing card . . . and here’s the 
report sent to us by Fay V. Johnson, 
Jr., president of Publicity Associates, 
Inc., 109 Sycamore Street, Evansville 
8, Indiana. 


This piece was designed for mail- 
ing in a certain segment of homes in 
the French-Benzol ‘Tuesday-Friday 


delivery area. Mailings were timed 








oe 


I'm the French Benzol route man gl |i My truck 
calls in your neighborhood on each Tuesday and 
Friday Many of your friends are 
my regular “stops” &. and | have been calling for 
their cleaning for years A French Benzol analyzes 
every spot to be removed & & and repairs seam rips 
Pt too! We carry over 3,000 buttons in stock 
to attempt to match thSse that turn up missing 


That's service, too! 
AL Wales, 


Call for finer cleaning for your clothing i, | MEN? 
telephone 2-7788 £& and I'll be by your home on 
Tuesdays or Fridays. 


Suench Benzol 


CLEANERS AND DYERS 


Twelve Southeast First Street 





to have the pieces in the hands of 
the potential customers on Monday 
and Thursday of the first week in 
March, giving the potential: custom- 
ers ample time to make their request 
for a Tuesday or Friday pick-up by 
the French-Benzol driver. 


Only 900 pieces were sent into the 
territory, as it was more or less a test 
mailing, and the total cost of the mail- 


ing was only $44.00. 


In the five weeks prior to the mail- 
ing, there had been an average of 35 
stops per week in the designated area. 
In the five weeks period after the 
mailing, there was an average of 88 
stops per week in this area, an increase 


of 123%. 


This is an interesting success story 
to us, and certainly to you, because 
this client is a relatively small-time 
operator who does not have a large 
advertising budget. 
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Advertising Coordination Requires Planning 


By CHARLES B. KONSELMAN 
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te The first article in this series discussed the necessity for media coordination, if the advertising 
campaign is to achieve maximum effectiveness. The author outlined briefly the causes for lack of media 
coordination and pointed out how art work can often be used to achieve unity of impact. In this and 
il- succeeding articles, Mr. Konselman discusses the factors to be considered in developing well coordi- 
in nated, hard-hitting, advertising campaigns. 
ay 
ed At present, the business outlook building good company public rela- tives? It is amazing how many cam- 
— continues uncertain. However, it is tions but are important factors in _ paigns are planned and executed with 
venerally agreed that the need for — sales. If due consideration is given — only a hazy idea of what the adver- 
expert selling with its corollary of to the categories of people mentioned tiser is trying to accomplish. (Need- 
intelligent advertising is no longer above a definite plus value in word less to say, this inevitably results in 
just around the corner—it is here of mouth advertising, education, and the _waste of literally millions of 
now. The need for skilled coordina- § good will becomes a dividend in any advertising dollars every year.) 
tion of advertising budgets to do the advertising program. 
: sell- ; ; Campaign Media 
proper and most effective kind of sell Often little attempt is made to i | 
ing job is greater than ever. A consideration of the main and 
‘ ' ses subsidiary objectives of a campaign 
The necessity of coordination of a 
; ani * will immediately lead to the con- 
the various media used in an adver- WICKWIRE SPENCER sideration of pol many times you 
ising campaign or promotion is well en 
— Sn o CHAIN LINK FENCE must reach the people you want to 
recognized—but very imperfectly un-_ |} 14 ‘ pide 
, ; influence with the message you want 
derstood. While most programs are Meee 
é‘ to get across, in order to accomplish 
planned with more or less consider- ean 
“aa these objectives. 
ation for general over all coordination, . 
all the elements are often not tied In selecting media, the individual 
together and interrelated so that advertiser is guided and influenced by 
maximum impact and effectiveness is many factors — campaign objectives, 
achieved. Often many essential ele- past experience, company policy, re- 
ments are completely neglected. search, money available for the pro- 
Effect: ee gram and others. However, with few 
‘Arective coordination of media Te- exceptions, it is at this point that 
sulting in a hard ee ng sagt wasteful ineffective media coordina- 
4 program which can logica ly e@ ex: tion usually begins. 
pected to reach its objectives is I ab] 4; 
f achieved only by proper attention to fully. ni Fac la yor very 
R ‘ . : Carefully juaged. actors of cost, 
y several factors. -culati eae Seppe 
circulation duplication, quality anc 
nN Fj h - . . . . b . ‘ . ” _« 
Irst, the campaign must be kind of readership, appearance, posi- 
l- / i . ° 
anned. , é 3 ! 
‘ pla Cooe. <0 enden weed tek wel tion and other elements are minutely 
y On paper—in black and white green. The same shade of green, style examined. The final schedule is de- 
‘t is necessary to list evervone and  _-°_{llustrations and typography was fol- cided upon and the advertiser con- 
everything which the Campaign Is ex- paper inserts, Sweet’s inserts, etc. Every- is ‘a honev 9 But carefully coordi 
, pected to influence. thing . . . color, art, typography and whl ws “fos oe # 
t copy . . . coordinated for all media. nated follow thru is essential if maxi- 
- A few of the people who most mum results are expected—and the 
usually must be influenced or moved planning of this follow thru must be 
to action are of course the company’s instruct the companys own salesmen given the same care and attention 
: customers, including distributors, and sales organization on the bene- as the so-called basic campaign struc- 
wholesalers, retailers and consumers. fits and advantages of the advertising ture (space media). Of course, there 
“ _ , , ' h program, and what it means to them are advertisers who build their cam- 
. I'he necessity of influencing these In their selling. Yet, if advertising paigns around radio, outdoor adver- 
5 re is usually not neglected. But, is a sales tool those who are expected tising, car cards or direct mail, who 
. ae, ay ange Sp take poly to use it must know how. also neglect to include planning time 
sideration that the company—and the . ome . 
" kh ‘de, lo ee | d ning of a campaign it is axiomatic which may make important contribu- 
J Sa a, a that vou must determine what vou tions to their advertising programs. 
mill personnel, other workers in the : od . h tae 
e industry, families of employees ? want to tell your audience. What The case for media coordination is 
. si are the exact sales objectives? What not based on a plea for the use of 
Not only are these people vital in are the immediate campaign objec- one media or the other but for the 
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better use, in combination of all the 
advertising media which insure the 
best possible result in any given 
campaign. 


Effective Follow Thru 


An excellent example of well 
planned follow-thru has been achieved 
by the Chain Link Fence Division of 
Wickwire Spencer Steel Division of 
The Colorado Fuel and Iron Corpo- 


ration. 


Chain Link Fence is a steel spe- 
cialty item used to enclose estates, 


schools, institutions and public 
grounds. The cost plus installation 


is comparatively high and the market 
is limited. Sales are thru distributors 
who are also responsible for installa- 
tion. 


In planning the most effective pro- 
motion for this product, Wickwire 
Spencer advertising manager, Sidney 
E. McCrum, was faced with a diff- 
cult advertising problem. Hard hit- 
ting advertising was necessary since 
competition is keen in this field. But 
how to reach and influence the entire 
market without excessive coverage of 
people who were not prospects. Ex- 
tensive research, careful planning and 
effective coordination provide the 
answer. Since the most important 
prospects for chain link fence are in 
the institutional field—schools, indus- 





trial plants, reservoirs, etc.—a special- 
ized trade paper space campaign to 
provide inquiries was decided upon 
to cover this market. However, by 
far the bulk of the promotion effort 
was concentrated in specialized direct 
advertising material, each piece espe- 
cially planned and produced. 


Specialized Catalogues 


This limited trade paper campaign 
was strengthened and supported by a 
large (814x111) catalogue, beautifully 
printed in two colors, containing de- 
tailed data and information on Wick- 
wire Spencer Chain Link Fences. This 
catalogue is used in answering in- 
quiries and by the Company’s sales 
staff. . Limited quantities are also 
available to distributors. 


In addition two smaller catalogues 
in two colors were produced, one cov- 
ering chain link fences for residential 
use and one for industrial use. Both 
fit a #10 envelope and are widely 
used in connection with large scale 
mailing campaigns to a selected list 
of prospects. 


For the benefit of architects, engin- 
eers and others who specify chain link 
fence, a 12 page catalogue insert ap- 
pears in Sweet’s Architectural and 
Engineering Files. ‘These two Sweet’s 
files have a combination distribution 
of about 20,000, all important pros- 





The foilow'ng letter was mailed on 
June 2nd to 1000 families in the 
Richmond area whose name had ap- 
peared on recent birth reports. It 
was mailed on the stationery of the 
Franklin Federal Savings and Loan 
Association, 616 East Franklin Street, 
Richmond 17, Virginia. 


Mr. and Mrs. Stuart E. MacDonald 
Front Royal, Va. 


CONGRATULATIONS! 
Dear Mr. and Mrs. MacDonald: 


It's indeed a pleasure for the men 
and women of Franklin Federal to ex- 
tend you heartiest congratulations on the 
birth of your child and to wish 
your family the best of luck! 


It’s an added pleasure to inform the 
proud parents of this bouncing new 
baby that a savings account — in the 
baby’s own, personal name—is waiting 
to be opened at Franklin Federal—and 
we want to start it off with the first 
Dollar! Bring this letter in with you, 





Dollars for the 


New Born... 


as soon as it’s convenient, and we'll 
finish the detail work in short order! 


It’s been our good luck to have helped 
a great many Richmond families start 
their savings program; their weekly or 
monthly savings plus our twice yearly 
dividends add up surprisingly fast. Per- 
haps we can be of benefit to you if 
you aren't already saving systematically! 
Our current dividend is Two Percent, 
and savings up to Five Thousand Dollars 
are completely insured. 


Again from all of us to all of 
you: Best Wishes! It will be a pleasure 
to meet you personally! 

Cordially yours, 

FRANKLIN FEDERAL SAVINGS 
AND LOAN ASSOCIATION 
J. B. Bourne, President 

P.S. Don’t forget to drop by soon and 
let us put that first Dollar in your 
Child’s new savings account! Bring this 
letter with you, please. 

Reporter's Note: Would be inter- 
ested in learning the percentage of 
returns. It should be high. 
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pects for the product. In connection 
with this file, it is interesting to note 
that careful planning made it possible 
to use much of the same material, in- 
cluding art work, layout and space in 
this catalogue as in the large general 
company catalogue. 


Distributor Promotion 


To help Wickwire Spencer Chain 
Link Fence distributors, an authorita- 
tive installation manual was prepared 
and distributed. } 


In addition, a two-color self-mail- 
ing folder soliciting inquiries was 
printed for distributors’ own use. 


In discussing the success of this 
particular promotion piece, Mr. Mc- 
Crum says, “This piece contains a 
return postcard, and all are imprinted 
with the name of the distributor. A 
noteworthy point is that the way this 
piece is laid out it permits the dealer 
to address the folder himself and have 
all returns come to his address. The 
advantage being that he can control 
his mailing list.”’ 


Other direct advertising helps for 
distributors are a two-color letter- 
head, envelope stuffers, ad reprints, 
blotters and a complete mat service 
for use in his own local advertising. 


‘Point of sale” advertising promo- 
tion for distributors include a double 
faced metal sign to be set up where- 
ever a fence erection job is in process, 
and a small metal trade mark sign 
with the individual distributor’s name 
to be prominently affixed to the chain 
link fence. 


In describing the planning, execu- 
tion and results of this campaign, Mr. 
McCrum is enthusiastic, says the 
coordination achieved definitely pro- 
vides hard hitting, more effective 
promotion. 


“This promotion material is doing 
a splendid job for the Fence Division. 
We feel that the careful integration 
of the various elements return divi- 
dends far in excess of what could be 
expected if each were not planned 


to do a specific part of the over all 
° > B ] 
job. 


Wickwire Spencer _ campaign 
achieves its success thru skilled plan- 
ning in advance. Many individual 
elements are expertly combined to do 
an effective hard hitting job which 
none of them could begin to do alone. 
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Fait Colo Kepoduition BY OFFSET LITHOGRAPHY 


Offset lithography is on the march. Since 1940, the volume of off- f 


| 


set has increased 86%, while that of letterpress has increased only | 

58%. The ability to reproduce colors with lifelike realism is but one 

of many reasons why the sales of offset lithography are soaring. For a brief presentation 
of additional values of the offset process, write for a copy of our new 24-page book, “Why 


Offset Lithography Is On The March”. Address Harris-Seybold Company, Cleveland 5, Ohio. 





HARRIS -SEYBOLD COMPANY Manufactuuns- of Hanis. Offset Prawt- 


I. THE SUCCESSFUL LITHOGRAPHIC JOB BEGINS HERE. 
Call in your lithographer at the very beginning—while there is still 
time to make use of his specialized knowledge. Let him help you 
plan the production of the job step by step. It may be too late to 
effect important savings if you wait until all the details of size, re- 
touching, etc., are determined, before “turning over the job”. 
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3. HERE IS ONE GOOD WAY TO EXPEDITE DELIVERY. 
Get in line early. Allow your lithographer to schedule your’ job 
while it is still in rough form. Then, while it is “awaiting its turn” 
in his plant, you can proceed with the final layout and art work. Be 
sure, however, that it is ready when promised. Otherwise, you may lose 
your place in line and embarrass both yourself and the lithographer. 
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2. AVOID THAT EXPENSIVE FRACTION OF AN INCH. Quite 
often, as little as an extra half inch in the size of your job will prove 
to be a wasteful luxury-—if it prevents cutting the piece out of a 
“standard’ size” sheet of paper. Your lithographer can help you 
avoid such waste, and, perhaps may suggest other economies, if you 
consult him before the layout and working art have been completed. 
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4. USE THE. FULL CAPACITY OF THE OFFSET PRESS. 


One of offset’s big advantages is that it allows you to use the full 
capacity of the press—with practically no additional cost for plates. 
Appreciable savings are often effected by gang runs, or by running 
an additional smaller folder along with the larger piece. But this, too, 
requires planning and calls for a decision during the initial stages. 


Advertisers and agency men who have seen the new Harris-Seybold motion picture, “How To Make A 
Good Impression”, have been quick to visualize the application of the many values of offset lithogra- 
phy to their own sales promotion problems. This 20-minute movie, in full color and sound, is available 
to lithographers for showings to advertisers and agencies as well as other customers. Ask your lithogra- 
pher about it, or write to us direct. Harris-Seybold Company, General Sales Offices, Cleveland 5, Ohio. 








Vee th Wad ss eo ERO as eee Ret ee ee a a be aad 
. 4 Mize Vege SP aR $43 # - “ <a" sag ae 

A Ons ae) a ko i eY a ap j ES he tetas. og 3 
= ° - Cot, + Tig 


wie 


psa wee 


ses 


Playing 
POST OFFICE 


By: EDWARD N. MAYER, JR. 


As this is written, it seems pretty 
certain that there will be no change 
in Postal Rates voted during this 
session of Congress. By the time you 
read this a resolution continuing the 
present rates on first class mail will 
probably have passed both Houses 
and become law. 


After considerable debate on the 
floor of the House on ‘Thursday, 
June 5, the House voted its approval 
to Resolution #176 which was intro- 
duced by Congressman Rees, Chair- 
man of the House Civil Service and 
Post Office Committee on April 10, 
1947. This resolution authorizes the 
Committee to conduct studies and 
investigations relating to matters com- 
ing within the jurisdiction of the 
Committee. 


While it does not specifically state 
that the purpose of the authority 
granted is for making an investigation 
of the Postal Service as provided in 
Resolution #172 introduced by Con- 
gressman Hagan, it is evident from 
the questions raised and the answers 
given during the debate, and also 
from the remarks made by Congress- 
man Clarence Brown of Ohio who 
brought up the resolution for con- 
sideration, that such an investigation 
is intended. 


We'd like to call your particular 
attention to the following statement 
made by Congressman Brown with 
which we are sure all mail users are 
in full accord: 


“The Post Ofhce Department is the 
Government’s greatest single business 
operation. The Post Office Department 
is a great service agency of the Govern- 
ment. It has been operating at a heavy 
loss, with a deficit of somewhere near 
$300,000,000 for the last year’s operation. 
There has been considerable discussion 
as to increasing postal rates in order to 
meet this deficit. In fact, the adminis- 
tration submitted to Congress suggested 
legislation for an increase of postal rates 
to meet the deficit which has been cre- 
ated in the Post Office Department. 


“It seems to me, and I believe it should 
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appeal to the reason and the logic of 
any individual, that before the Congress 
of the United States enacts legislation to 
increase postal rates, and to thus place 
a further burden upon the people, at 
the very hour and moment that the 
President of the United States is calling 
for a reduction in prices of most goods 
and commodities, that a thorough investi- 
gation should be conducted to ascertain 
the necessity for such increases. 


“Certainly, first of all, the Congress 
should investigate and make a thorough 
survey and a careful study of this gi- 
gantic, far-flung agency of the Govern- 
ment, the Post Ofhce Department, in an 
attempt to determine whether or not 
there is any waste and extravagance in 
that agency of Government; to deter- 
mine whether greater efficiency cannot 
be obtained, and that, perhaps, by the 
elimination of waste and extravagance, 
by gaining greater efhciency, by moderni- 
zation, if you please, of the operations 
of the Post Ofhce Department, we may 
be able to eliminate most or all of the 
deficit which exists there, and thus make 
unnecessary any higher burden of postal 
rates upon the people. If the deficit cannot 
be entirely eliminated, certainly it would 
be wise for us to reduce it as much as 
possible, so that we need not increase 
postal rates any more than may be 
absolutely necessary.” 


* * * 


In addition to House Resolution 
#176 a similar resolution has been 
introduced in the Senate authorizing 
the same kind of an investigation but 
making it a joint operation of both 
House and Senate. The idea of one 
rather than two committees going 
to work makes good sense and the 
probability is that the joint investiga- 
tion will be voted before Congress 
adjourns 


* * * 


Although you’re probably pretty 
well fed up with the pros and cons 
of the rate situation, before we put 
it aside (only until the next session 
of Congress we're afraid) we'd like 
to quote several interesting articles 
and bulletins we've read — without 
comment of course. 


From David Laurence’s column of 


May 23: 


“The Government itself is setting a 
poor example to business men. After 
all the hullabaloo about the necessity of 
price reduction, Newburyport plans and 
meetings of ‘Left wing’ economists to 
argue for voluntary price reductions, the 
Government, which operates one of the 
biggest businesses in America—the postal 
service—decides on an increase in prices 
to the public. 


“Certainly this is no time for the Gov- 
ernment itself to be raising prices and 
to be arguing that it must overcome a 
‘deficit? in some particular department. 
There are other departments operating 
at a deficit—as, for instance, the Agri- 
culture Department, which serves the 
farmers, and the Labor Department, 
which serves the unions. One wonders 
why the service performed by the Post 
Ofthce Department cannot be charged up, 
as all other services are, to the taxes 
paid by the people as a whole. 


“If ever there was a need for lower 
rates and the stimulus of larger volume, 
it is in a business like the postal service. 
If the rates were reduced more mail 
would be sent, and lower rates would 
increase volume and at no proportionate 
increase in cost of carrying it or deliv- 
ering it.” 


From a recent article by George 
Sokolsky we cull the following: 


“Each year the Post Office comes to 
Congress to make up a deficit. Nobody 
investigates why the P.O. has a deficit. 
Nobody tries to find out why it cannot 
be run efficiently. The problem is to 
make up the deficit. 


“The Democrats for 15 years wangled 
this problem without too much trouble, 
because they did not care how much 
they spent. The Republicans, who should 
shake out the waste in Government, take 
the Post Offce’s word for it that there 
is a deficit and decide that one way to 
make it up is to add $8,200,000 by a 
new tax on the users of ‘second-class’ 
mail. They select 250 out of 25,000 users 
of second-class mail to make up this 
amount. And they justify the discrim- 
ination by the New Deal doctrine that 
the more competent and successful should 
be penalized in the interest of the smaller 
units. 


“The types of publications selected for 
soaking are metropolitan newspapers, 
farm journals and national magazines. 
All other publications will be exempt 
from the new provisions. Small news- 
papers are exempt; labor, religious, fra- 
ternal and veteran’ publications § are 
exempt. 


“The large magazines will really carry 
the full load, which is what the Post 
Office plans should be the case. The 15 
large, national circulation magazines are 
the ones that are to be soaked. These 
magazines generally pay their way com- 
pletely; that is, they paid $6,579,080 in 
postal receipts against $6,570,332 in as- 
certained postal costs for the fiscal year 
June 30, 1945. 


“Now, generally speaking, very few 
care about the other fellow being soaked, 
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so those who are exempt will be well 
pleased that the load has been passed to 
the other fellow. If, however, these 15 
discover some way of getting out from 
under, by rearranging their publishing 
or some other means, the deficit will be 
there again next year and somebody now 
exempt will have to be soaked. So pass- 
ing the buck does not solve the problem.” 


And finally an excerpt from a 
recent National Council on Business 


Mail Bulletin: 


“Although bill H.R. 3519 retains the 
i¢ postal card rate and the 1¢ minimum 
bulk pound third class rate, there are 
so many other bad features to the bill 
that the bill, in its entirety, should be 
opposed, protested and defeated. Defeat 
of the bill means that, not only will all 
present rates remain without change, 
but that we will also have won our 
fight for a principle in rate-making which 
will benefit every business mail user 
in the years ahead. 


“Bill H.R. 3519 is unfair, discriminatory 
and one of the worst examples of bad 
postal rate making that we have ever 
seen. To permit this bill to be enacted 
will set an example for postal rate 
making that will do irreparable injury 
to mail users that will be hard to correct 
in future years.” 


Another letter recently arrived 
from George FitzPatrick, Chairman 
of The Postal Reform League of 
Sydney, Australia — and we know 
George won't mind if we quote part 
of what he has to say: 


“A hundred years ago, it cost two 
cents to send a letter anywhere in Aus- 
tralia. Today it costs a minimum of 5 
cents. So we progress. 

. 

“We of the Postal Reform League, 
are striving to bring back universal 
penny postage. We had Empire penny 
postage before the war. 


“When I last went to America, it took 
me 30 days, but today, it takes only a 
little over 30 hours, in the new Cannon- 
ball airship which commences’ from 
today. It’s very marvellous, isn’t it? 


“In a letter to the Postmaster General 
of Australia, I said, 


“Anything that gives a swifter trans- 
mission of mail, must bring about a better 


understanding between the great Anglo- 
American peoples.” 


“We have got to get nations and indi- 
viduals to realise that we can’t live 
without giving. The more we give, the 
more we get, and as I said before, we 
must do it as individuals.” 


* * * 


Complaints have been coming in 
thick and fast about slow deliveries 
on all mail—and if we can believe our 
own figures it takes almost as long 
to get third class mail delivered today 
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as it did in the days of the “pony 
express”. Ten day to two week delays 
seem the rule rather than the excep- 
tion. The best we have been able to 
get from the Post Office is a slightly 
raised eye brow and a promise to 
investigate particular instances of bad 
delivery. But nothing definite seems 
to happen. And probably nothing 
will until after the start of the new 
fiscal year. At least we can hope that 
things will change with the advent 
of the new appropriation. But if it 
doesn’t change —and deliveries con- 
tinue as bad as they now are we'll 
be only too happy to lead a _ real 
protest march to the offices of the 
Postal Authorities in Washington. 





* * * 


If you’re interested, the revised 
edition of the official booklet contain- 
ing descriptions and illustrations of 
all U. S. postage stamps from the 
date of their introduction in 1847 
to May 31, 1947 is now available 
at 45¢ per copy from the Superin- 
tendent of Documents in Washington, 


D. C. 


* * * 


And one final item from the Postal 


Bulletin of June 12th: 


“Addressing of Parcels on More Than 
One Side To Be Discouraged”’ 


“Attention is again called to the con- 
fusion arising from the practice of some 
mailers who place the name and ad- 
dress of the addressee, either with or 
without the sender’s return card, on two 
or more sides of parcels. 


“While this is done in the apparent 
belief that it is desirable, as a matter 
of fact, the practice does far more harm 
than good, since it results in confusion 
and delay in ascertaining whether proper 
postage has been prepaid, the parcels 
sometimes being rated with postage due 
before it is discovered that the postage 
stamps are afhixed to some other side. 


“Furthermore, when parcels. bearing 
an address on more than one side are 
sent as special-handling, special-delivery, 
insured, or c.o.d. mail and the indorse- 
ments showing that such special services 
are to be accorded the parcels are not 
placed on all the sides bearing the 
address, the indorsements are liable to 
be overlooked and the parcels do not 
receive the special treatment intended. 


“When mailers make a practice of 
placing the address on more than one 
side of a parcel, they should be advised 
of these objections and requested to dis- 
continue the practice. It is believed that 
they will be glad to have their attention 
called to the matter, since it is to the 
mutual advantage of themselves and the 
Postal Service. Postmasters should cross 
out the additional addresses on parcels, 
when noted.” 


ROSTER OF D.M.A.A. 
PRESIDENTS 


The D.M.A.A. is celebrating this 
year its thirtieth anniversary. Every 
once in awhile someone wants to 
know who was president of the As- 
sociation at some particular period. 
For the records, we are listing below 
the names of those who have served. 
Each in his turn was responsible for 
bringing organized Direct Mail to 
the position it holds today. Edward 
N. Mayer, Jr.. New York City is 
the 1947 President. 


D.M.A.A. Past Presidents 
1917-1918 Homer J. Buckley, 
Chicago 


1919-1920 . Chas. Henry McIntosh, 
Duluth, Minnesota 


1921 Robert E. Ramsay, 
New York City 


1922 Frank C. Hubbell, 
Cleveland, Ohio 


1923-1924 Charles R. Wiers, 
Niagara Falls, N. Y. 
1925-1926 Joseph Meadon, 
Detroit, Michigan 
1927 Joseph B. Mills, 
Detroit, Michigan 
1928 Homer J. Buckley, 
Chicago, [Illinois 
1929 ‘Tim Thrift, 
Cleveland, Ohio 
1930 Wm. A. Biddle, 
Cincinnati, Ohio 
1931 Ben Sweetland, 
New York City 
1932-1933 Eliot Wight, 
Springfield, Mass. 
1934-1935 Leonard Raymond, 


Boston, Mass. 


1936-1937 J. S. Roberts, 
Atlanta, Georgia 


1938 Frederick Heitkamp, 
Elizabeth, N. J. 


1939-1942 Rohe Walter, 
New York City 


1943-1946 Howard Korman, 
New York City 
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ALL PULLING TOGETHER 


Still faced with the greatest demand ever, 
International’s far-reaching organization is 
putting forth every cooperative effort to sup- 
ply today’s needs in paper and paperboard. 

industry-wide efforts have, in fact, sent 
production soaring to new, all-time highs, 
although shortages pose problems every- 
where. To keep pace with the record-breaking 
consumption—and to provide users with top- 


quality products—are the continuing objec- 
tives of International’s woodsmen, millmen, 
salesmen, executives and distributors. 


























Scrapbook 


By JAMES M. MOSELY 


Worms by mail to fishermen and 
to farmers as soil protectors have built 
a tidy little business for Mr. and 


Mrs. H. T. Myers, Battles (Ala.). 


Page John Howie Wright. Per- 
haps Wright was right, after all! 


How to cut costs continues the big 
topic among mail sellers. 


But recently a well known New 
York mail seller broke the economy 
rule by getting out one of the most 
expensive and elaborate mailings to 
well-to-do special prospects. It lifted 
sales so far over quota at reasonable 
per order cost that a broader cam- 
paign had to be held up temporarily. 


Perhaps the more expensive, color- 
ful pieces will stand out among their 
plain-jane_ brethren. 


* * * 


“Price” is in again as a_leadoft 
selling point with the mail order 
catalog houses, with cuts of 10% of 
more announced in the flyers and new 
catalog editions now being prepared. 


SPIEGEL, Inc., Chicago, has this 


to say: 


“We have been able to sit down with 
our good sources and show them how 
we are reducing our sales and distribu- 
tion costs by more efficient methods. 
When we tell them we are reducing our 
markup, we have found most of them 
ready to meet us half-way. 


“When will the results be known? The 
big Spiegel catalog for fall and winter 
is now ‘in the works’. When it appears, 
sometime during July, we believe it will 
be priced right for mail order buyers 

who are shrewd shoppers when it 
comes to value.” 


A price appeal now on almost any 
item will get both attention and 
orders. 


An insurance policy in pictures! 
Each feature of a new policy put 
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Notes from a 
Nail Selling 


‘self-improvement seller. 





out by. SEARS subsidiary, Allstate 
Insurance Company, Chicago, is il- 
lustrated with a thumb-nail sketch 
and caption so that the prospect can 
see and understand at a glance all the 
legal and standard phrases_ which 
make a policy more than a piece of 
paper. 
* * * 


All lists are tested with three com- 
peting, comparative pieces of copy 
under identical conditions by one suc- 
cessful Christmas seller. 


On each list, one piece of copy 
usually outpulls the others by a good 
margin and then that particular copy 
goes to that list in full the following 
Christmas season (year after test). 
On some other list, a different piece 
of copy that pulled better on that 
list gets set for the large run. 


* na * 


New wrinkle by MONTGOM- 
KRY WARD to speed up service to 


consumer : 


Company advertises New York 
values, for instance, in upstate New 
York, takes a phone order, rushes it 
New York by teletype, gives over- 
night trailer delivery. 

4 * * 


Results took the most serious 
tumble in five years for a West Coast 
He thought 
he might have to drop out of the 
mails but was cautioned that all mail 
deliveries and results have been un- 
usually slow. In due course, mail 
sales took a lift. He reports as 
follows: 


“This week turned out to be one of the 
best we’ve enjoyed these past 11 months 
with some good orders. We have never 
had anything but temporary losses in 
the long run. The four thousand dol- 
lars’ net loss we had this year is offset 
by profits in excess of that amount from 
last year’s operation . . . from January 
through July, 1946. 


“Since 1930, when we first began to 
operate by Direct Mail advertising, we 


ncover have had a loss of one dollar in 
the long run. Numbers of times we have 
had quite large temporary losses, as 
from last August until this week, but 
invariably, given time and our best 
efforts, the tide will turn and flow back 
to a nice high. 


“Out of personal letters to our own 
mailing lists, we have been able always 
to harvest from $800 to $1,000 a month, 
consistently, and sometimes more. We 
sent out a flood of personal letters this 
week, after calling in our whole battery 
of secretaries.” 


Those people selling gifts and 
novelties to tourists from roadside 
stands could do more than they think 
in the winter, especially for Christ- 
mas, with homely direct mail to well- 
to-do consumers. 


Intensive training of old and new 
advertising personnel, a crying need 
of the moment, is being accomplished 
by three-day “refreshers” by Allied 
Stores Corparation, New York City, 
Russell A. Brown, V.P., Sales Pro- 


motion. 


Special attention is given to the 
‘Juniors’, assistants to advertising, 
sales promotion and production man- 
agers to give them new information, 
inspiration and direction. This quar- 
ter-billion a year 72-department chain 
sets a good example. 


Development of the minds of the 
people. who plan campaigns and pro- 
motions is a sound investment. It 
should increase sales and pull down 
expenses. 


* * * 


The job of the distribution execu- 
tive was summed up the other day 


in THE NEW YORK TIMES: 


“The distribution executive faces the 
brave new world with no assurance of 
adequacy. He must read _ statistics in 
the molecular dance of consumer demand. 
He must thread mazes of costs and prices. 
He must connect to the complex network 
of the distributive system. He must ap- 
ply enough pressure to force his goods 
all the way through. 


“To do these things on a great and 
greater scale, mere refinements in exist- 
ing ways will very likely not sufhce. 
It will require additional fundamental 
discoveries and bold experiment. It will 
require the distribution counterpart of 
the assembly line, of interchangeability 
of parts, and of many other mighty idea 
tools of production.” 
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A DIRECT MAIL DAY 
IN DES MOINES 


Direct Mail users from all over 
lowa flocked to Des Moines cn June 
10th for the annual Direct Maii 
Day program of the Advertising Club 
of Des Moines. 


Featured luncheon speaker was /d- 
ward N. Mayer, Jr., of New York 
City, president of the Direct Mail 
Advertising Association. Following 
was an afternoon-long open forum 
panel discussion. (Guest experts, as- 
sisting Mayer, were George Gaw and 
Robert Stone of Chicago and H. Kurt 
lchle of St. Louis. Chairman of the 
panel group was Maxwell C. Ross 
of Look Magazine. General chair- 
man for the day was Don Barton, 
[des Moines manager for the Skelgas 
Company. 


Arthur Brayton, chairman of the 
Des Moines Convention Bureau, pre- 
sented the annual Advertising Club 
Direct Mail awards to the following 
entrants: 

Mailings Planned to Enhance the 

Value of Other Types of Adver- 

tising —Better Homes & Gardens 


Direct Selling —LOOK Magazine 


Mailings Planned to Help Dealers 
and Agents—Son De Regger Advertis- 
ing Agency 


Mailings Planned to Help Salesmen 
—Successful Farming 


Mailings to Build Friendly Relations 
and Good Will —Younkers 


House Organs—Mimeographed 
—Sargent Feed Co. 


or Offset 
—Younkers 


House Organs—Printed 


Swecpstakes —Successful Farming 


From all reports, Direct Mail Day 
in Des Moines was a howling success. 


May VanderPyl, at the Boston 
AFA Convention, confided to this 
reporter that she had just bought 
a 54’ front, 200’ deep, 3 floor prop- 
erty in Advertising Row on Jefferson 
Avenue in Detroit, for her rapidly 
expanding Advertising Letter Service. 
May spends a great deal of her time 
running around the country attend- 
ing conventions and _ visiting cus- 
tomers, while her son Bob has taken 
over the day-by-day management of 
the business. 
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which often shows as much as a 50% saving 
time and effort in the shipping department. ~~ 


The postage meter prints a single stamp for | 






































the exact «mount of postage needed, delivers it ‘ Pai) 
on gummed tape, moist or dry, as wanted... | 3 My 
The meter stamp has a dated postmark which “ey 


shows the shipping date, permits your regular 
fourth class mail to skip post office canceling, 
get going faster. 

There are no stamps to buy, safeguard, or 
stock ...no time lost in separating the stamps, 
or assembling different denominations to make 
the «mount needed . . . and no need to account 
for stamps... which the meter does accurately 
and automatically. 

The same postage meter handles letters, too 
. . . prints postage for any kind of mail, seals 
the envelope flaps at the same time. 

There’s a model for every business, large 
or small . . . Call the nearest Pitney-Bowes 
office, or write direct for illustrated booklet. 
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PITNEY-BOWES 


Postage Meter 


Pitney-Bowes, Ine., 2097 Pacifie St.. Stamford, Conn. 
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Originators of Metered Mail. Largest makers 
of postage meters. Offices in 59 principal cities 
in the United States and Canada 

















Christmas... in July 


People have said we ought to have 


more sample letters in The Reporter. 
Here’s one that caused a chuckle. It 
was well multigraphed on a decora- 
tive “‘Season’s Greeting” letterhead. 
Mailed by Leon W. Wilder, Pres:- 
dent, American Fly Away Service, 
Inc., Dayton Municipal Aijrport, 
Vandalia, Ohio. John D. Yeck of 
Dayton sent it to us as a good example 
of something different. 


Dayton Municipal Airport 


AT NINE O’CLOCK 
I ATE SIX SHRIMP 
A SCOOP OF ICE CREAM 
AND SOME CHERRY PIE: 


. and last night I had a dream... 
I dreamt it was Christmas Eve. 


Santa Claus—you remember him—was 
standing beside my desk. He looked worn 
out... confused. 


“Wilder,” he said, “Things are in a 
mess. This was all figured out, but every- 
thing’ s gone haywire. Two of my brown- 
ies got sick and one of their grand- 
mothers died. Dunder and Blitzen have 
sore hoofs and Dasher’s developed the 
heaves. I just can’t deliver. You know 
what that means . . . world revolution.” 


“Worse.” I said. “The kids’ll start to 


bawl.” 


“Right,” said §S.C., rubbing his bowl 
full of jelly, “I thought of making all 
presents F.A.F., but that won’t work. 


We'd never get deliveries straight with‘ 


that whole mob here at once. Besides, 
someone would probably freeze their feet 
and sue ... Every year I swear I’m 
gonna quit this job.” 


“Now Santa,” I said, “Buck up. These 
things always work out.” 


“I’m glad to hear you say that,” sighed 
the old man, exposing the gimmick, “I 
want American Fly Away to handle this 
deal tonight. It’s too much for me. I’ve 
checked on your reputation, your pilots’ 
experience, your financial responsibility. 
I know you can do it. Here’s your con- 
tract. Name your price—but get your 
pilots on the beam. This has to be com- 
pleted by six o’clock eh em. If you need 
any miracles, let me know.” 


What a night! I’m glad our boys have 
had So much experience flying light planes 
‘cause roof-top landings are tough. 
It’ ® good they’re used to being ultra care- 
ful too, for outside of breaking a toe off 
the hind leg of one teddy bear (Santa 
has our check already, we had him 
covered by our usual 100% insurance), 
our reports read “no damage”. 


I feel kind of weak this morning . 
it was a rough evening, all in all . . but 


18 


I’m writing you this letter, ‘cause I 


thought you ought to know. 


With a nightmare like that under our 
belts, delivering planes from Factory to 
You next year ought to be a beautiful 
dream. Would you like to know more 
about it? Just send me the card, by 


‘Air mail, of course! 


Leon W. Wilder 
American Fly Away Service, Inc. 


BEST OF WHAT YEAR? 


After swiping nobody-knows-how- 
many items from Jack Lang’s h.m., 
“The Wolf Magazine of Letters,” 
published by The Wolf Envelope 
Company, Cleveland 1, Ohio, we 
shouldn’t, but must josh him for one 
item which slipped through in a recent 
issue. Here’s the item: 


One of the best of the year’s crop of 
Christmas greetings was dispatched by 
R. W. McGuire of The Pantasote Corpo- 
ration. Contributed by Reader Charles 
Farscht of York, Pa. 
Dear Friend: Christmas 

The very first letter I ever wrote 
brought surprisingly good results. It was 
written in pencil and addressed to Santa 
Claus. On the screen of imagination, 
there is a picture of that letter still. I 
asked Santa to bring me a pair of skates, 
a history of the United States and a real 
gun. And he did. From the skates, I 
learned to take the bumps of life and get 
up with a smile. The history taught me 
that folks everywhere are pretty much the 
same and mighty good folks at that. I 
didn’t get along so well with the gun. It 
went off before I was ready. 


I still like letters and that is why I 
like to use them every once in awhile to 
talk to you. This letter today reminds 
me of the first one of long ago. 


I am writing another one to Santa 
Claus today. And I am telling him not 
to bother about me this year but to be 
real good to you and yours. Like he was 
to me—a long, long time ago. 


Cordially yours, 
R. W. McGuire 


Vice President 


Why josh? Sure... it’s a beauti- 
ful letter, but it was written by Jack 
Carr along about 1922 and has been 
used since then nearly every year by 
hundreds of business organizations. 


DEAR SIR 


“Take a letter, Miss Blue. This 
will be to Mr. T. Z. R. Biddlewax, 
an old so-and-so who has owed us 
twenty dollars for two years: 


“Dear Mr. Biddlewax .. .” 
Stop right there, Miss Blue. Why 


are you taking that ridiculous saluta- 
tion? Dear Mr. Biddlewax indeed! 
In the first place, your boss never 
saw the man. In the second place, 
he’s hopping mad at Biddlewax be- 
cause this happens to be letter number 
six, dunning him for the money. 


What would happen, Miss Blue, if 
the debtor would walk into the 
office? Would your boss spring from 
his swivel chair, beaming broadly 
at the culprit, and welcome him with 
“Dear Mister Biddlewax ... do 
come in!” You know darned well he 
wouldn’t. So, Miss Blue, on behalf 
of common sense in this so-called 
streamlined age, why don’t you (and 
a million other capable secretaries) 
educate your bosses to drop that mask 
of affection in their business letters— 
especially to strangers, casual ac- 
quaintances, and people like Biddle- 
wax. 


In the illustration used here, there 
is another reason for discarding the 
mockery of “Dear.’’ So long as Bid- 
dlewax thinks he’s held in_ such 
esteem, he’ll see no reason for forking 
over. Why not try something like 
this: 


Mr. T. Z. R. Biddlewax 
Bee Building 


Hive, Wisconsin 


Look, Biddlewax, If I’m wrong, 
say so, but Sally the beautiful book- 
keeper tells me there’s a little item of 
twenty bucks outstanding on your 
account. How about it? 


George Brunn 
Brunn & Dadstreet 


The average business letter is writ- 
ten to a casual acquaintance. Why 
not simply drop the “Dear,” and 
address the man without making love 
to him—ergo: 


Mr. Thompson: 


You telephoned this office yester- 
day about etc., etc., etc. 


To a first-name friend, the busi- 
ness letter can also dispense with that 
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hangover endearment from the 18th 
century: 


Bill: 


Here is the estimate you asked me 
tur etc., etc. etc. 


George Washington and others of 
his day wore pantaloons, lace cuffs, 
powder, and perfume. Their flowery 
language (verbal and written) was 
attuned to their day. Signatures were 
swirled with fantastic gingerbread 
scrolls, under a three or four line 
close that usually went something 
like this: 


Believe me, Sir, | remain your 
Humble and Obedient 
Servant, etc., etc., etc. 


Seeing as National Letter Writing 
week is now celebrated each year, 
who will join the campaign to throw 
“Dear” out of the salutation of 
today’s business letter? 


Reporter's Note: Another fine ar- 
ticle lifted from Joe Schoeninger’s 
‘Reflections,’ superb house magazine 
of The E. F. Schmidt Company, 
3420 West Capitol Drive, Milwau- 
kee 9, Wisconsin. Jack Carr and 
Elmer Lipsett started on that cam- 
paign years ago—pbut it’s hard to 
break habits. 


ATTRACTING ATTENTION 
TO THE ENVELOPE 


Roy L. Beasley, 568 Bay Street, 
Staten Island 4, New York is using 
an unusual and attractive envelope. 
Under his one line return address 
card and occupying a two inch strip 
at left side is a calendar for the year 
1947. Makes a good impression. 


FOR MULTIGRAPH 
OPERATORS 


If any of our readers are having 
trouble training multigraph operators, 
we suggest that you get a copy of 
“The Art of Multigraphing’” by 
Walter L. Fiske, 66 Standish Avenue, 
Braintree 85, Massachusetts. We have 
just checked through a copy of the 
book and it seems to do a thorough 


job. 
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performs BETTER in every way 


Now you can obtain better direct image 

offset duplication at less cost by using 

the new Remington Rand plastic plate. 

Here are a few of the many advantages 

this patented plate gives you: 

1 Consistently better corrections that 
hold up for the length of run. 

2 A quality run under average conditions 
at least equal to any plate you've ever 
used, 


3 No oxidation or “curl up’—you file 
these plates easily. 


4 Top illustrating qualities—translucent 
plate surface resembles drawing paper, 
ideal for free hand or traced illus- 
trating. 

To prove this new plate’s superiority, we 

will send you 3 FREE direct image 

plates. 


Plastic Photographic Plates Too. Photo- 
graphic offset plastic plates eliminate the 
regraining and other nuisances of metal 
plates. Cut your costs and forget humidity 
problems. 


r SEND COUPON TODAY 
| FOR YOUR FREE PLATES! 








m= Cheaper than metal, more dependable than paper—Beffer than Both! =m 


| 


Why PLASTIC is BETTER 





This cross section of the newly- 
developed Remington Rand plas- 
tic plate shows: (1) a non-detect- 
able correction that does not pen- 
trate the (2) water and grease re- 
ceptive plastic coating. (3) The 
sturdy plastic-impregnated base- 
stock prevents any stretching or 
‘“‘curl up” because it is impervious 
to water. 





Get your free direct image plates now, or 
obtain free information on how photo- 
graphic plates can help you. Phone near- 
est Remington Rand office, or fill in and 
send us the coupon below. 





Duplicator Supplies Division 
2 Main St., Bridgeport 1, Conn. 





: Firm Name 


Send me without charge 3 direct image plastic 
plates. | use a typewriter, and 








' Street 
i City 
__ 


State 





a ribbon of () cloth fabric C) carbon paper 
My offset machine is a 
Model No 





C) Send information on 
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ONE ADVERTISING MAN 
TO ANOTHER 


A Critical Analysis of Advertising 
as Seen by George Kinter 


What would you rather do, Henry, 
or go fishing? 


I don’t know how fishing rates with 
vou, but if you were to ask me 
that question the answer would be 


“NOTITING” in bold italic caps 


underscored. 


The kind of fishing I yen for ts 
not the kind that has to be done by 
wading up stream in hip boots or by 
working up a lather dragging in deep- 
sea monsters. ‘The kind of fishing 
that appeals to me is the kind that is 
done by sitting under a tree on a nice 
grassy bank and waiting for a fish to 
pull the bobbin under the water. 


That sort of fishing lends itself to 
good, wholesome thinking—the kind 


of thinking needed in the advertising 
business. A fellow can store up enough 
of that kind of thinking in several 
weeks of that kind of fishing to last 
him better than a year. 


The thinking that is thought by an 
advertising man sitting on a shaded 
grassy slope, watching his bebbin bob 
in the water, is entirely different than 
the thinking done under pressure in 
the hustle and bustle of business life. 
His thinking may be a bit slower but 
it is clearer . His thinking is ‘not 
driven, it sets its own pace and ex- 
plores the highways and byways along 
which it travels. 

If an advertising man thinks of the 
public while watching a bobbin bob, 
he does not think of it as a vast multi- 








What shape are your forms? 


THE FIRST REQUISITE for busi- 
ness forms is the ability to remain 
clear and legible through years of 
continued use. Ask your printer 
how you can secure a paper that 
will stand up to these rigid re- 
quirements. As a man who knows 
all there is to know about paper 
... we're sure he will steer you to 
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tude of “people’’ — strange people 
whose attention can be gained only 
by sound-making sidkienh who can 
understand only the jargon of tobacco 
auctioneers, whose interest can only 
be aroused by silly songs and moved 
to buying action only by shouted 
commands. In_ his bobbin-watching 
thinking, the public becomes ‘“‘folks”’ 
—folks he talks with over the back- 
vard fence; folks he commutes with 
to and from work; folks with whom 
he has pleasant business contacts and 
folks he meets at church, social events 
and on his travels. 


But fishing, it seems, is not the only 
relaxation that conjures up  whole- 
some thinking. Sitting under a tree 
in Florida seems to do the trick. 
I vidence of this will be found in that 
book you sent me, titled “Cordially 
Yours,” written by your friend Jack 
Carr, whose under-a-tree-thinking has 
built a lot of good will and made 
money for many business concerns. 


According to the author’s under- 
a-tree-thinking, the building of good 
will is the most important factor in 
selling, and in my_ bobbin-watching- 
thinking, he has something there. 

I liked especially this paragraph 
from his book: 


“While we live closer together than 
ever before in history, we've grown 
further apart. The average man has 
got a million neighbors but not as many 
friends as the fingers on his hand. The 
average man will respond to the smile 
of a newsboy and come back day after 
day to buy his paper and win that smile. 
When the headwaiter calls him by his 
name, he'll swell with pride and bring 
every acquaintance he can find to that 
particular restaurant. He'll walk a mile 
for a Camel. And blocks out of his way 
to buy an Arrow brand collar, a Man- 
hattan shirt or a Stetson hat, from a 
clerk who calls him by name. Human 
nature cries for recognition! Men join 
Rotary, Kiwanis, Civitan and all other 
luncheon clubs to be known as Bill, or 
Henry, or Charlie. In spite of the fact 
that men are living at the rate of a 
hundred miles an hour, there is a sup- 
pressed desire to do business with a man 
or the concern they know, or feel they 
know.” 


That, I think, backs up my think- 
ing that the public at large are just 
folks you can talk to without making 
funny faces, silly gestures and weird 
noises. 


Your friend Jack, who has made 
an enviable reputation writing letters 





to build good will, says he “learned 
about letters from life’—as I would 
’ 99 


put it, “contacts with ‘folks 
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There are doubtless many adver- 
tising men who got their first lessons 
from the same source but didn’t keep 
up their “home work” under a tree or 
on the bank of a fishing hole. In 
time, what they learned about real 
life was forgotten and they were 
‘orced to conjure up a life patterned 
after that in which they had come to 
live and move and have their being. 


This book of Jack Carr’s provides 
a lot of wholesome food for thought, 
but I am pessimistic enough to fear 
that it will not meet the mental taste 
of the advertising people who have 
lost touch with real life and haven't 
the time to refresh their memories 
with a bit of under-a-tree-thinking. 
However, there is the hcp2 that the 
rising generation who has had some 
contact with real life will like both 
its flavor and nutriment and will feed 
and thrive on it. 


I was about to change the subject 
here, but I kept thinking about Jack’s 
book. As you know, Henry, it is 
composed largely of specimen letters. 
| have gone through these letters 
very carefully and I didn’t find any 
that was to be accompanied by strings 
tor tying around fingers or any other 
kind of attention-getting gimmicks. 
| take it that Jack isn’t a cutup—that 
he doesn’t pass out loaded cigars to 
folks he meets; squirt water in their 
faces from artificial flowers in the 
lapels of his coat or give their arms 
a jerk when he shakes hands with 
them. 


He confines his attention-getting 
to the first line or paragraph of his 
letters, which is invariably interest 


arousing. He starts his letters as he 
would start a conversation with 
‘“folks’”’. 


In none of his letters does he greet 
folks with “Dear” Mr., Miss or 
Mrs., because he wouldn’t greet them 
that way if he called at their homes 
or met them on the street. 


From his contact with “folks” he 
has apparently found that’ most 
people like to have their curiosity 
piqued if it is not overdone—and his 
under-a-tree-thinking has taught him 
just how far he can go. 





He. uscs such letter-starting lines 
as these: 


“A man with rheumatism—”’ 


‘Are you worried or single?” 
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“Fifty-nine years ago—”’ 
‘“‘A customer criticised us’ 
“You know the old saying—”’ 


These are not curiosity piquers de- 
signed to get the reader all het up 
—they just cause a mild curiosity to 
know what will follow. Just human 
interest stuff that appeals to “folks’’. 


If Jack Carr hadn’t spent so much 
time sitting under a tree ruminating 
on folks and what makes them tick, 
but more time in the school of thought 
that the public is made of ‘jerks’, 
his curiosity arousing technic would 
be different. His letters would start 
like this one that just reached me 
from a publishing company, thought 
up possibly in a night club or under 
pressure: : 


“Dear Friend: (That makes the jerk 
realize that the writer loves him.) 


Imagine what it would mean to you— 
if you could have at the tip of your 
tongue the wittiest sayings, the snappiest 
remarks, the cleverest ‘come-backs’, the 
most eye-opening thoughts and observa- 
tions the world has ever known! 


Think what you could DO with them! 
—think how you could USE them to 


Be a more 


clarify your own thoughts! 
popular, a more admired talker wherever 


you go. ‘Put across’ your ideas so much 
more powerfully and convincingly — to 
help you get ahead faster in every con- 
tact of your social, business and private 
life.” 

The writer of this letter, whose 
thinking is probably done under pres- 
sure or at a cocktail party, enlightens 
the reader that this “does seem like 
too much to hope for” but it can 
be obtained from a book covering 
“ali the 1148 subjects that interest 
everyone.” 

* * * 


Maybe there are more jerks in 
this USA than there are “folks” of 
the kind we talk with over the back- 
yard fence; the kind we meet on our 
way to and from work, the kind we 
do business with and meet in church, 
at social events and on our travels 
but my bobbin-watching-thinking and 
Jack Carr’s  under-a-tree-thinking, 
prompted by personal contacts have 
convinced us that such is not the 
case. 

* * * 


I didn’t mean to devote this entire 
letter to plugging Jack Carr’s book, 





A Vacation Trip for YOU 
on MOSELY MONEY! 


Those extra dollars for that “tops” vaca- 
tion you've been yearning for these war 
years for this summer or winter—“on” 
MOSELY! If you have a sizable and re- 
sponsive quality list of Mail Buyers, In- 
quirers or Prospects, perhaps a number of 
one-time rental addressings to it for NON- 
COMPETING MOSELY MASS MAILER CLI- 
ENTS can bring you EXTRA-PROFIT rev- 
enue for more and bigger vacations and 
other pleasures! 


YOUR MAILING LISTS 
Can Be An EXTRA 
Source of Cash for YOU! 


—and without added overhead or sales 
cost. MOSELY ORGANIZATION covers the 
nation to find, sell and service logical 
NON-COMPETING MAIL ORDER SELLERS 
in Volume. EXCLUSIVE REGISTRATION of 
YOUR lists with MOSELY will “pay off”! 








Write all about ‘em today to Dept. RE-6 


MOSELY SELECTIVE LIST SERVICE 


4G 
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38 NEWBURY STREET 
BOSTON 16 


MOSELY sends the CHECKS! 
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New York 14, N. Y. « Minneapolis 15, Minn. 
St. Louis 3, Mo. * Des Moines 14, lowa 
Kansas City 8, Mo. 




















but I got started and couldn’t stop, 
because his thinking is so down my 
alley. My sincere hope is that the book 
will be a better seller than The Huck- 
sters—not that I want to see its 
author take in a lot of royalties (I 
don’t even know the guy) or the 
publishing company, in which you are 
interested, make a lot of money. Why 
I hope it will be a best seller is be- 
cause it reflects the kind of thinking, 
more of which is needed in the adver- 
tising business. 

George Kinter. 

P.S. Ditch the above, Henry. 


T’hell with fishing and the kind 
of thinking it promotes. I'll join you 
for a bit of relaxation at “La Fou- 
geraie,’ the former distinguished 
country home of a leading Montreal 
business executive, where my _ think- 
ing will be influenced by the charm 
of luxurious surroundings and the 
service of a chauffeur and valet. The 
kind of thinking I will do in this 
unique haven where ferns grow in 
abundance may not take in the folks 
1 ordinarily talk with over the back- 
yard fence, commute with when I 
am working and meet in church on 
Easter Sunday, but it might lead 
to ideas on the approach to those in 
the higher brackets of society—such 
as editors and publishers. 


G. K. 


Editor's note: That P.S. was 
prompted by the following letter sent 


to George as an example of an “ex- 
s 


clusive approach”. 
Dear Mr. Hoke: 


At one time or another, most of us 
have wished for a spot off the beaten 
path, where quiet and privacy add to 
the charm of luxurious surroundings that 
are free from any hint of the commer- 
cial. 








ANOTHER TREE CLIMBING 
DOG 


We are still getting clippings about 
real dogs that actually climb trees. 
Latest is an item from the Chicago 
Daily News of June 2nd, sent to 
us by Clarence Evans, about Con- 
gressman Boykin of Alabama, who 
claims to own a hound that will go 
right up a tree after game. He ex- 
hibits a picture to prove he isn’t 
spoofing.., 








To provide such a place for a few 
of my personal friends, I acquired last 
year the distinguished country home of 
one of our leading business executives. 
It is the only place of its kind—where 
the guests are masters of the mansion, 
with a chauffeur and a valet at their 
service at all times. I have an idea 
that you would like it here too, hence 
this letter and the enclosed pictures. 


This unique haven, which I have 
named “La Fougeraie” for the ferns that 
grow in abundance, is only a few hours 
trom your nearest airfield. Ail arrange- 
ments are confidential and invitations are 
reserved for only a select compatible few. 


Not more than eight or ten people will 
be here at any one time. 


You may even prefer to have the 
villa to yourself or with a few friends. 
Whatever your preference, I will be 
glad to hear from you if you will write, 
telegraph or telephone me in Montreal. 


Sincerely, 


Jules Racicot 
1170 Mountain Street 
Montreal, Que., Canada 


Additional Note: Enclosed with 
letter were five 614°x 414” photo- 
graphs of estate with simulated hand- 
written explanation printed on the 
back of each. 





MULTIPLY YOUR 
MESSAGES 


Hammermill Paper Company, Erie, 
Pennsylvania has just released an- 
other volume in its series of manage- 
ment-idea booklets. The title this 
time is “Multiply Your Messages”’ 
. . . 20 page and cover, 4144°x 7’. 
The booklet gives a brief story of 
the various methods of processing 
letters, bulletins, and other types of 
communications. . . with hints on 
letter construction and arrangement. 


Following its custom of obtaining 
various men from the industry to 
handle separate phases of manage- 
ment-ideas the present booklet 
was authored by Henry Hoke, with 
the assistance of the Hammermill ad- 
vertising department. 


Copies are furnished free to any- 
one writing to Ellis Frampton or 
Harold Wilson at Hammermill Paper 
Company. 


MORE STATISTICS 


The E. F. Schmidt Company, 3420 
West Capitol Drive, Milwaukee 9, 
Wisconsin, wanted to check on reader 
interest in its house magazine. Also, 
to correct mailing list. In their May 
Reflections, they enclosed a_ return 
card to check addresses and names. 
Nothing fancy at all. A small para- 
graph mentioning the postcard enclos- 
ure was printed in the magazine. 
Total returns 44.7%. 


In addition to the many correc- 
tions received . . . there were a sur- 
prising number of unasked for bou- 
quets, according to copy director Joe 
Schoeninger. 
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MONTH’S ROUND-UP (Cont.) 


First Prize: The Roland G. E. 
Ullman Organization, Philadelphia 
for their own series of thirty 
Direct Mail pieces to secure business 
for an advertising agency. It is 
unusual to find an advertising agency 
doing a smart promotion job for it- 
self. This campaign of the Ullman 
Organization was not only the best 
of the campaigns submitted in the 
contest, but possibly the best agency 
campaign entered in any contest. | 
wanted to reproduce some of the 
letters, but the Ullman company tell 
me that they intend to produce the 
entire campaign in booklet form, and 
it will be available later. It’s a 
shining example of what concentrated 
effort will do. The mailing list was 
cut down to 125 top prospects which 
the agency thought it would like to 
have as clients. The mailings were 
sent out once a week for thirty weeks 
to these 125 names. Each mailing 
consisted of an automatically typed, 
personalized letter. Each letter was 
devoted to one particular phase of 
agency work. Each mailing included 
samples or other explanatory material. 
Yes ... the campaign was successful. 
It developed a satisfactory number of 
new accounts. 


To the Carter Ad- 
vertising Agency, Inc., of Kansas 
City, Missouri, for a campaign pre- 
pared for Radio Station WIBW of 
‘Topeka, Kansas. “The WIBW cam- 
paign has won places in the Fifty 
Direct Mail Leaders Contest of the 
Direct Mail Advertising Association 
for a number of years. It is a con- 
tinuing outstanding example of the 
use of gadget devices or startling at- 
tention getters. Some of the other 
judges were skeptical about the tricky 
attack . . . but the basic idea in this 
case was sound. ‘The campaign is 
directed toward hardboiled advertis- 
ing agency men and national adver- 
tising managers. [hese people are 
familiar with the conventional adver- 
tising techniques. It takes something 
unusual to startle them into attention. 
And that’s what the Carter Adver- 
tising Agency did with the WIBW 
campaign. It got attention and re- 
sults from the startling freshness and 
novelty of its approach. 


Third Prize: To the Purse Com- 
pany, Chattanooga, Tennessee for its 
campaign prepared for the Fidelity 
Trust Company of Pittsburgh, Penn- 
sylvania. This was a beautifully co- 


Second Prize: 
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ordinated campaign consisting of one 
master booklet, six mailings of letters 
and nineteen mailings of folders, bro- 
chures and booklets to specialized 
groups. 


Both fourth and fifth places went 
to Louis E. Wade, Inc., of Fort 
Wayne, Indiana. Fourth for its cam- 
paign prepared for the Textile Bag 
Manufacturing Association to put 
across the idea of cloth bags in various 
industries. Fifth for the campaign 
prepared for the Journal Gazette of 
Fort Wayne, to sell advertising space 
by an intelligent selective system of 
approach. 


There were many other good cam- 
paigns but we are forced to 
admit that some of the agencies do 
not seem to know what Direct Mail 
is intended to do. Too many of the 
campaigns tried to ape the technique 
of space advertising. Mass appeal 
instead of selective approach. 


Direct Mail needs a technique all 
of its own. There should be a big field 
within the agencies for further edu- 
cation in the basic principles of Direct 
Mail. 

In the division for integrated ad- 
vertising and merchandising cam- 
paigns, first prize went to Garfield & 
Guild, Los Angeles for the campaign 
prepared for Alice of California, 
manufacturers of dresses. A beauti- 
fully coordinated campaign of fold- 
ers, brochures, inserts, trade and 
newspaper ads. All tied in together 
with similar art, design, color, typog- 
raphy and copy. 

Howard Swink Agency in Marion, 
Ohio won second and third places 
with campaigns prepared for the 
Central Manufacturers Mutual In- 
surance Company and the campaign 
for the Gay Fad Studios, Lancaster, 
Ohio, manufacturers of hand decor- 
ated glassware. 

(Continued on Page 24) 
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get experience and ideas. 
classifications of business. 


Mail. For the neophytes of any age. 


A serious thesis on copy . . 


of mail order copy. 


to Go Ga 


L 


reply pullers. 
advertising .. . 


The works listed above are 
Direct Mail Advertising. 


As new, 








For Your DIRECT MAIL LIBRARY 


Published by Graphic Books, Inc. 
Cordially Yours by Jack Carr 


New book by famous Florida proponent of Cordial Contacts by Mail. 
With collection of 175 best letters covering many 
Will make your letters better. 


[ ] 2. Dogs That Climb Trees by Henry Hoke 


A personal experience account of the growth, power and possibilities of Direct 
Not for stuffed shirts. 


[ ] 3. Getting the Right Start in Direct Advertising 


A down-to-earth textbook of basic fundamentals, taken from eight years of actual 
classroom experience. Used by many school and advertising departments. 


Published by others — sold by Graphic Books, Inc. 
4. Art of Plain Talk by Rudolf Flesch 


. which blossomed into a best seller. 
value to anyone who wants to write clear copy. 


5. How to Sell by Mail by Earle Buckley 


A safe and sound, time-tested analysis of mail order selling by a man who has 
handled many successful campaigns, including Bond selling for the U. 


6. Offset Scrap Book by A. A. Archbold 


An unusual assortment of 2200 effective heading styles suitable for actual use 
in offset layouts grouped in usable classifications. 
Furnishes ideas, saves typography and art work. 


7. How to Dictate Better Letters 
by James Grady & Milton Hall 


A working manual for correspondence supervisors. 
have installed successful letter-training systems in many business organizations. 


8. Tested Advertising Methods by John Caples 


Possibly the best book ever written on the subject of effective headings and tested 
Gives sixteen formulas for writing headings. 
is valuable for Direct Mail copywriters. 
recommended by The Reporter of 
Keep your Direct Mail Library up 
to date by checking and ordering those you do not have 

worthwhile books appear... we'll 


GRAPHIC BOOKS, INC. 


17 East 42nd Street, New York 17, N. Y. 


Price $5.00 


How to 


Price $1.50 


by Harrie Bell Price $4.00 


Price $2.50 


Of great 


Price $2.25 


Price $3.00 


Compiled by successful writer 


Price $1.50 


Written by the experts who 


Price $3.50 


Although covering 


add to our list. 
































YOUR 
RESULTS... 


Pull them up by reaching the rich 
New England market. 


We offer you 35,000 


new customers. 


potential 


Used successfully in many national 
campaigns introducing new prod- 
ucts, new publications, new serv- 
ices. 

Get a preview of National demand 
at low cost with a cross section 
test of 2,000. 

Write for details, rates and counts 
LIST DEPARTMENT 
PUBLICITY SERVICE BUREAU, INC. 
219 Forest St.. Babson Park 57, Mass. 




















“Dear Sir: As a steam shovel operator, 
youll weleome our new  C-87411-AZ9 


Feather-Touch Clutch.” 


Are you reaching the 
right people, FOR YOU? 


For your next mail promotion, consider 
trying a carefully chosen list of the 
RIGHT people for you ... not just 
names, but folks Anown to be buyers 
of products or services similar to yours. 
We can locate such a list for you... 
among over 2,000 privately owned lists 
registered with us and being added to 
all the time. They’re available on a 
low-rate rental basis. Tell us what you’re 
selling and we'll make suggestions with- 
out obligation. 


D-R SPECIAL LIST BUREAU 


(DIVISION OF DICKIE-RAYMOND, INC.) 
80 Broad Street Boston 10, Mass. 
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Carr-Leggett Advertising, Inc., 
Cleveland, Ohio placed number four, 
with its campaign for the I. T.S. Com- 
pany of Elyria, Ohio, manufacturers 
of rubber heels. 


All of these winning campaigns 
showed that definite progress is being 
made in integrating Direct Mail with 
space advertising. A subject being 
covered in THE REPORTER by Charles 
Konselman, with his monthly series 
of articles. This reporter enjoys judg- 
ing Direct Mail contests. He hopes 
he'll be invited again. 


* * % 


An interesting interlude at Rut- 
gers University, New —. Brunswick, 
New Jersey, (June I1Ith), to par- 
ticipate in a Labor-Management and 
Human Relations Forum. Nearly got 
another exhibit for the “nice work if 
you can get it department” but the 
photographer missed the shot. Bess 
Meyerson, Miss America of 1945, 
was also on the program and intro- 
duced thts reporter. 


Commencement Day at the Univer- 
sity of Pennsylvania (June 18th) and 
the Thirtieth Reunion for this re- 
porter. How the years fly! This time 
I actually saw the Commencement 
exercises. As the nearly 500 black- 
robed men from Wharton (about 
one-third of total 1947 U. of P. class) 
stood to receive their degrees, I re- 
membered back thirty years ago when 
I missed all the excitement. After 
about forty-eight hours of uninter- 
rupted work, this graduate fell sound 
asleep and didn’t hear a word. ‘Two 
fellow classmates held him up for 
the final benediction. 


It’s a big job these fellows face 
these graduates from the busi- 
ness school of Pennsylvania and from 
other jam-packed business schools 
throughout the country. They are 
not jumping into any bed of roses 
in this year of °47. Business faces 
some very real challenges. But these 
fellows of 1947 seem a lot more seri- 
ous than those of 1917. Mostly, they 
are olde. ‘They have more respon- 
sibilities. Four years of war delayed 
the education of most of them. In- 
stead of talk of fraternities, dates 
and football games ... there were 
discussions of babies, diapers, apart- 
ments and other subjects strange to 
the student of thirty years ago. 


Among the graduates from Whar- 
ton was Henry Hoke, Jr., who, after 








getting settled in his apartment in 
Jackson Heights with his family, 
will move into THE REpoRTER of- 
fices to take over the job of advertis- 
ing and promotion. He'll be starting 
around July Ist. 


The day in Philadelphia gave me 
a chance to drop in at the Bellevue- 
Stratford for the noon meeting of 
the Direct Mail Club. DMAA Presi- 
dent Ed Mayer the featured speaker. 
Good . . . as usual. 


* * * 


In between trips during the month, 
this reporter has been meeting with 
Ed Mayer, Horace Nahm, Harry 
Porter, George Pfeiffer and others 
who have been working on building 
the program for the Direct Mail 
Advertising Association Convention 
in Cleveland next October. Harry 
Porter, the general chairman, reports 
that space sales are coming along, and 
there will be a fine commercial ex- 
hibit. Although the DMAA will not 
release the complete program with 
all speakers until some time in July, 
we can give you a rough idea of the 
proceedings. The Convention will 
open Thursday morning, October 
23rd in the Carter Hotel, Cleveland, 
Ohio. Registrations start at 9:00. 
The commercial exhibits and the dis- 
play of the winning campaigns in the 
Fifty Leaders Contest will open at 
9:30. The rest of the morning has 
been left free for the registrants to 
visit, study and inspect both the com- 
mercial exhibits and the campaigns 
and to meet the other delegates. This 
innovation is specifically at the re- 
quest of the delegates who want free 
time away from general sessions for 
study and getting acquainted. 


The opening luncheon will fea- 
ture two outstanding speakers on 
the present problems which face all 
advertisers. One in particular will 
discuss the methods of speeding dis- 
tribution by proper coordination of 
all advertising media. Next on the 
afternoon program will be the report 
on the winners of the annual Direct 
Mail Contest. Alice Drew of Tele- 
autograph, chairman of the judges 
committee, is planning an _ entirely 
different method of presenting the 
winners and highlighting the winning 
campaigns. Also on the afternoon 
program, Don Molitor, the chairman 
of the DMAA Research Committee, 
will report on the 1947 surveys. Ed 
Mayer and his board will make a 
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report to the full convention on 
the progress of the DMAA and its 
future plans. At 5:30 in the after- 
noon of the first day, there will be 
a get-acquainted party, staged by the 
Board of Directors of the DMAA. 
This also is in response to requests 
from a survey made last year. The 
newcomers want some way of get- 
ting acquainted. So from 5:30 until 
8:00, every effort will be made to 
get everyone acquainted with every- 
one else. On Friday there will be 
two general sessions, wrapped around 
the theme of speeding distribution 
with Direct Mail. In the morning, 
five featured speakers will give down- 
to-earth case histories on the success- 
ful application of Direct Mail in 
retail, industrial, financial, social 
service and cooperative fields. The 
noon luncheon feature will be some- 
thing of a surprise. The subject pos- 
sibly controversial. 


The afternoon session of the sec- 
ond day will hit an entirely different 
angle in Direct Mail. Three fea- 
tured speakers representing the pub- 
lishing field, the government and the 
local library will outline the sources 
of information which are available 
to Direct Mail people and to all 
advertisers the sources which 
would be helpful in planning and 
building a campaign which will speed 
distribution of goods or services. 


This particular program should be 
most helpful and the three speakers 
who have already accepted are of top- 
notch quality. 


The evening of the second day 
has been left free for individual group 
meetings or the private parties of 
exhibitors. 


On Saturday morning (the third 
day) the departmentals will be held. 
There will be an industrial adver- 
tisers departmental sponsored and con- 
ducted by the Industrial Advertisers 
Association of Cleveland. The mail 
order group will meet under the 
chairmanship of George Pfeiffer of 
McGraw-Hill. The third depart- 
mental will be something entirely 
new. It developed as a result of the 
questionnaire mailed by the DMAA 
last year. It was felt by many new- 
comers to the Direct Mail Conven- 
tion that they should have a depart- 
mental to bring them up to date. 
So, under the chairmanship of Charles 
Konselman there will be a depart- 
mental to discuss the facts about and 
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the functions of Direct Mail. It 
will all be very basic and down-to- 
earth and free from technicalities. It 
should be of great help to the new- 
comers and a refresher to some of 
the oldtimers. 


The convention will end Saturday 
noon with a closing luncheon, at 
which a national figure will discuss 
business conditions at the time of 
the convention and will show how 
Direct Mail can be put to work un- 
der those conditions. 


As early as June .. . the speakers 
for October are being coached to for- 
get long winded introductions. They 
are being asked to prepare their ma- 
terial carefully and to cut out the 
non-essentials to get down to 
brass tacks and hammer them in. 
Each speaker has been assigned a 
definite subject to cover and he is 
being asked to stick to that subject, 
and not stray far afield. 


Those who go to Cleveland should 


get their money’s worth. 


* * * 


Last meeting of the month (June 
28th) Miami Beach, Florida 
attending the Southeastern Regional 
Conference of the Advertising Feder- 
ation of America. This reporter was 
the wind-up speaker at the media ses- 
sion on Saturday afternoon .. . of 
course, representing Direct Mail. 
And, of course, there is no need to 
report on the talk because it was just 
about the same as usual. 


* * * 


During this busy month of June, 
I’ve talked with hundreds of business 
people in between Florida and New 
York. We've met them on the trains, 
at parties, meetings and in private 
conversations. Everyone is interested 
in the same subject . . . what’s going 
to happen to business. Everyone is 
interested, at least those I’ve talked 
to, in the possibility of better distribu- 
tion of merchandise and services by 
the use of the mail. We've noticed in 
examining the pieces crossing our desk, 
that there is again an increased em- 
phasis on selling . . . as some of the 
other items in this issue of THE RE- 
PORTER will show. That story (page 
5) on the Servel Campaign is impor- 
tant. It reflects a definite trend. 


Everywhere I’ve been this month 
. people seem to be more interested 
in learning how they can find out 


(Continued on Page 26) 








Over 3,000 Diversified 
Outside Lists of MAIL BUYERS - 
INQUIRERS - PROSPECTS 
to choose from to make YOUR 
FALL-WINTER CAMPAIGN a 
PROFIT-BRINGING MASS 
MAIL ORDER SUCCESS! 
MOSELY wide diversification of outside 
lists of Mail Order Customers, Inquirers 
and Prospects gives you Wide Freedom of 
Choice to enable you to concentrate on the 
“CREAM” for YOUR Volume Mail order 
objective, when you 
Place Your Mass Mail Order List 
Problem with MAIL ORDER LIST 
HEADQUARTERS 


From coast to coast, more large mail sell- 
ers turn each month to the MOSELY OR- 
GANIZATION for extensive selection, wise 
counsel, helpful service on picking and 
using lists which bring back 

NEW MAIL CUSTOMERS in VOLUME 
All MOSELY service is highly individual, 
tailored to your opportunity! No catalog 
is issued. Write in detail, with samples of 
your mailings and details of plans, to 

Dept. RE-6 


ube LIST SERVICE 
4, AN 
Cla Order’. a gy peor: 


38 NEWBURY STREET 
BOSTON 16 


NEW MAIL CUSTOMERS in VOLUME! 





DO YOU SUFFER FROM 


Lf Ss I “(tis * 


NJ 






If the results from your last mail 
campaign weren’t up to par, you 
may be suffering from  tList-itis! 


@eececeveveeveee 


The diagnosis of ListT-itis is list deficiency. 
The Causes: Use of lists too old, neglected list 
maintenance, lists which are just names—but 
not buyers, etc. 


B tHe cure: Berliner 
CUSTOM MADE LISTS 


because they are hand-tailored to your individual 
requirements will give you that extra pulling 
power, 








FREE 
Write today for our free survey, 
“FIRST AID FOR DIRECT MAIL SELLING." 


J.J. BERLINER 2 


212 FIFTH AVENUE, NEW YORK 10, N. 
Telephone: LExington 2-4745 


Offices in Philadelphia, Washington, D.C. 


























Dear Mailer: 


Would you like to duplicate the ex- 
perience of the mailer who wrote: 


Dear Walter: 


I must say that you are our number 
one ‘gopher’ when it comes to digging 
out special and new mailing lists for 
us. You certainly ‘go for’ more names 
than anyone else I know of. Names 
are productive and your service is 
really super. 


- 

Which Client? 

WAS IT American Home. Barron’s 
Weekly, Wall St. Journal, Miles Kim- 
ball. Kiplinger. Babson’s Report, Time 
& Life, Prentice Hall, Simon & Schus- 
ter, Hunting & Fishing, Longmans 
Green, or New Republic? 

Submit your data. State the problem. 
We will make definite recommendations. 


WALTER DREY 


LIST BROKER 
34 East 40th St. e« New York 16, N. Y. 
MUrray Hill 3-0642 


International List Bureau 
45 Astor Place e New York 3, N. Y. 
GRamercy 3-0730 


No. 7 of a Series 














20 NAMES OR 
20,000,000? 


List requirements may vary from a 
few score names of highest selectivity 
to many millions of general interest. 
Yet a single source can supply them 
all...for DUNHILL boasts one of 
the largest libraries of mailing lists in 
existence ... maintains a fully organ- 
ized research staff to compile special 
lists in quick order and at gratify- 
ingly low cost. 


® Foreign Lists 

® National Lists 

@ Neighborhood Lists 
@ Industrial Lists 

@ Banking & Finance 
®@ Professional Lists 

@ Housewives 

® Known Donors 

@ Merchants 

@ Teachers & Students 
®@ Religious Lists 

® Associations & Clubs 
@ Ex-Service Men 

@ Anything 


REMEMBER-—you haven’t BEGUN 
to open up your list possibilities until 
you ve talked to DUNHILL! 


DUNHILL LIST CO., INC. 


565 FIFTH AVENUE 
NEW YORK 17,N. Y. 














more about Direct Mail. More top 
business men have heard stories about 
successes achieved by concentration 
and coordination of advertising. ‘They 
want to know more. ‘Teachers have 
told us that students in advertising 
classes, graduates from_ business 
schools, have wanted to know where 
they could get more advanced infor- 
mation about Direct Mail advertis- 
ing. We've been getting an increased 
number of requests for copies of the 
old REPORTER Course on Direct Mail, 
published in 1939 but now entirely 
out of print. So this reporter has 
tackled another job in his “spare mo- 
ments.” I have re-studied the old 
Direct Mail Course; have been mak- 
ing a personal survey of all. the phases 
of Direct Mail covered in that 
Course; and am now engaged’ in 
rewriting and building up an entirely 
new advanced Course in Direct Mail 
cover the 
whole subject from A to Z. I hope 


advertising, which will 
September or 
offered to 


students by mail in small usable doses 


to have it ready by 
October and it will be 
with personal critical analysis of stu- 
dents own work as the main feature. 
.. but it will be 
thorough. We will set up a Direct 
Mail Institute to handle the opera- 
tion. . 


It won’t be cheap . 


. very similar to the Courses 
conducted by the newspaper and mag- 
We will tell you 
more about it later. 


azine institutes. 

Remember our offer of last month. 
If you can stand friendly public criti- 
. send us your letters and we 
will criticise them in ‘THE REPORTER 


cism .. 


if they need criticism or if the mis- 
takes are helpful in proving a point. 


Another thing . . . be sure THE 
REPORTER is on your mailing list 
to receive every piece of promotional 
copy you and your company send out. 
Every piece of mail which reaches this 
office is examined carefully by some- 
one ... searching for ideas or items 
which are of general interest to all 
We are 


questions, in case histories and results 


the readers. interested in 


of tests... in everything that applies 
in any possible way to the subject of 


Direct Mail. That is our business. 


H.H. 


GOOD GAG 


Joe Russakoff of Vanguard Adver- 
tising, 15 East 40th Street, New York 
16, N. Y., directed publicity for the 
Advertising Federation of America 
Convention in Boston, held late in 
May. Tired out by his strenuous ef- 
forts, he escaped to his old home 
town in Skowhegan (whataname) 
Maine for recuperation. He wanted 
some out-of-the-ordinary method of 
keeping in touch with his clients. 
Something that would be noticed. 


With the help of a photographer 
and his old friend, Chief of Police 





Bill Powell, the scene reproduced 
above was made. 


About a hundred copies were pro- 
cessed on photographic penny post- 
cards. Joe hand-addressed them with 
appropriate and “corny” personal mes- 
sages. 


The gag caused a lot of merriment 
and goodwill. Joe claims the 

card even helped to collect a few 
long due accounts. To the delinquent 
friends he wrote, ‘“‘For pete’s sake, 
send some money to get me out of 
hock.”’ To his just-friends, he scrib- 
bled, “I'll be back on the job when 


I get out of here.” 


Wonderful . 
with postcards 
humor. 


the possibilities 
and appropriate 
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ACHING VOID 
We like it, Mr. Hoke! 


Who wouldn’t? We refer to those 
little words, “Attractive in format 
and printing ...’, which are part of 
the description of the Coleman Com- 
pany Annual Report appearing on 
page 4 of your May Member’s Bul- 
letin. You see we did the finished art, 
the composition, the color reproduc- 
tion, and lithographing of the piece. 


Words from your organization are 
prized because of your utter frank- 
ness. We know. We read all your 
releases. We're glad we read this 
one promptly. Our client, Coleman 
Company, hadn’t read theirs yet. 
They reached for it immediately. 


April issue of THE REPORTER is 
the best one yet! It’s meaty. Konsel- 
man’s series, just starting, emphasiz- 
ing Direct Mail in an _ integrated 
advertising program holds promise 
of filling an aching void for me. 


Ivan F. Mahan, 
Regional Sales Dir. 
The Western Lith. Co. 
Wichita, Kansas 


Reporter's Note: The subject of 
“integrated advertising” is an aching 
void to almost everyone. We are hav- 
ing serious trouble getting satisfactory 
evidence of worthwhile performance. 


UNIQUE 


Frank Egner, that mail order 
formula maker, has always said that 
a product or service to be sold suc- 
cessfully by mail must be unique. It 
must be difficult to obtain at custom- 
ary sources of supply. 


Here’s a new one. . . which can 
certainly be labeled unique. 


It’s reported in Chats, h.m. of the 
Clark-Sprague Printing Company, 
1901 Locust Street, St. Louis 3, Mis- 
sourl, that a lady out in Tacoma, 
Washington, co-owner of a large scale 
scientific worm farm, is offering her 
product by mail. She is even giving 
thought to preparing a Christmas 
Gift package of worms. And, it’s 
not a joke, son. Worms are wonder- 
ful for gardens. 
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LIST MORTALITY 


Who can furnish THE REPORTER 
with accurate up-to-date detailed in- 
formation about surveys of list 
mortality ? 


David Beard, then of McGraw- 
Hill, in the early days of the war, 
made a talk at a D.M.A.A. meeting 
in which he stated that in some 
specialized lists, changes of addresses 
had reached the frightening propor- 
tions of 76% per year. 


Bob Stone of Chicago in a talk at 
the A.F.A. Convention in Boston, 
mentioned that list changes had aver- 
aged about 20% per year before the 
war, had reached 40% during the 
war, but were getting better. 


In a recent conversation with H. 
C. Henderson of McGraw-Hill, he 
reports that his company has made 
no intensive survey of the present con- 
dition, but is contemplating one. 
From his own personal observation, 
he is inclined to believe that list mor- 
tality is about as bad, if not worse 
during reconversion than it was dur- 
ing the conversion to war. He claims 
there are more shifts of titles or 
location within the company opera- 
tion. 


It is a conflicting situation and 
drives home the importance of mak- 
ing every effort to keep mailing lists 
up to date. If any readers of THE 
REPORTER have made a study of busi- 
ness and/or residential lists, give us 
the figures of list changes per month, 
so that we can pass the information 
along. 


FOR THE PERCENTAGE 
RECORDS 


The F. W. Dodge Corporation, 
New York City conducted a mail 
survey for Better Homes and Gar- 
dens last December and January. 
4558 letters and questionnaires were 
mailed to families building new 
homes. A followup postcard urging 
the return of the filled out question- 
naire was mailed three days after the 
original mailing. Returns totaled 
1150, or 25.2%. Better Homes and 
Gardens has just released results of 
survey in an attractive plastic bound 
booklet, entitled “A Study of Maga- 
zine Reading and Preferences among 
New Home Building Families.” 





FAVE THE WAY... 


WITH DIRECT 
ADVERTISING! 





Let our experts 
ZI help you smooth the 
road to those hard- 
to-get-at customers. 
Take the direct route 
—use specially designed letters, 
folders, brochures, catalogs, etc., 
to track down those elusive pros- 
pects. AHREND will handle all the 
details for you. Our service in- 
cludes: planning, surveys, copy, 
art, printing, addressing and mail- 
ing. 


Act today. For free consultation, 





D.H.AHREND CO. 
Creative Diect Cldvestining 


333 EAST 44th STREET © NEW YORK 17 





Another New MOSELY 

EXCLUSIVE LIST OF RESPONSIVE 
Mail Customers . . . to Bring YOU 
More New Mail Customers in 
Volume — DIRECT BY MAIL! 


M — 4452 


82,300 buyers of mail film foto-finishing, 
photographic Christmas Cards and Gifts. 
Another EXCLUSIVE RELEASE for MOSELY 
MASS MAILERS! 


The live customer-by-mail list of a progres- 
sive mail order company, a leader of its 
field, like so many owners of MOSELY 
EXCLUSIVE LISTS. 


Many repeat buyers. 60% women. Type 
addressing. Empty envelopes. 98,000 re- 
cent Inquirers, too. $13.50 per thousand, 
including addressing. 





Send us sample of proposed mailing, re- 
lease date and full details of YOUR Op- 
portunity to test this and other of the 
3,000 MOSELY SELECTIVE MAIL BUYER- 
INQUIRER-PROSPECT LISTS for One-time 
addressing. 


Dept. RE-6 
MOSELY SELECTIVE LIST SERVICE 
Mait Order Nay adquarters 


38 NEWBURY STREET 
BOSTON !6 





NEW MAIL CUSTOMERS in VOLUME! 














Kidding The Publishers 


Tom Dreier of St. Petersburg, 
Florida, always on the watch for 
unusual items about Direct Mail, 
passed along to us a clipping from 
the Berkshire Eagle of Pittsfield, 
Massachusetts. (George Kinter and 
others who have seen it think this 
story by William S. Annin should be 
circulated among Reporter subscribers 

. so here it Is. 


LAST CHANCE TO SUBSCRIBE 
By William S. Annin 


No doubt other people beside myself 
have noticed that while you can rent a 
house or hire a hall on a temporary or 
non-recurring basis, if you subscribe to 
a magazine the publisher assumes that it 
is not for just an hour, not for just a year, 
but for always. ‘To any publisher with 
whom I have had dealings it is incon- 
ceivable that anyone should for any rea- 
son whatever wish to let his subscription 
lapse; from the tone of the remonstrances 
that I receive, both before and after the 
expiration date, I should be led to believe 
that no one except myself had ever 
stopped his subscription as long as the 
breath remained in his body. I should, 
that is, except for one fact. That is that 
the expressions of incredulity, with sub- 
scription blanks attached, are in printed 
form, intimating that the situation has 
arisen before. 


About a month or six weeks before the 
subscription runs out the barrage begins. 
First comes, as a sighting shot, a plain 
card from X magazine, with an arrow 
pointing to a certain date, and stating 
that in order to avoid interruption of 
service, renewal should be entered at 
once. A week later comes a duplicate of 
the first card, labelled “Second Notice.” 
Next comes a form letter, remarking that 
my failure thus far to renew has un- 
doubtedly been due to an oversight, and 
if I will just fill out and mail the enclosed 
card (no money required), the magazine 
will try to overlook my carelessness. Shot 
No. 4 declares that the newsstands for 
next month are sold out, so if I wish, 
eee., €6t. 


* * * 


The date of expiration is now only a 
week away and the appeals begin to get 
more urgent and more poignant. The fifth 
reminder is not a form, but what looks 
like a sure-enough personal letter from 
the subscription manager calling my at- 
tention to the features that will appear in 
the magazine in the forthcoming months. 
I must realize that X has always been 
unapproached, but what has gone before 
is a pale shadow of what is coming up; 
I ain’t seen nothing yet. And if I am 
interested in saving money, will I note 
the price of a two years’ subscription, not 
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to mention three or four, under which I 
will practically be paid for taking it? 


Entreaties having been’ unavailing, 
threats are now in order. Follow up is a 
communication, in the nature of an ulti- 
matum, stating that if my renewal is not 
received by the 29th inst., their offer will 
have to be withdrawn. The X publishers 
are handicapped with a paper shortage, 
the demand for the forthcoming issue is 
so enormous that guards are to be placed 
at the newsstands to handle the crowds, 
and if any favoritism to old subscribers 
is shown, a congressional investigation 
is feared: Will I fill out and send the 
attached order BY RETURN MAIL, in 
order not to miss the opportunity of a 
lifetime and deprive my associates and 
children of the chance of getting the 
equivalent of a college education? 


A person unused to advertising might 
think that by such a letter, the publishers 
had staked all and so committed them- 
selves that they could not consistently do 
anything but cease firing. Actually they 
proceed on the Emersonian theory that 
consistency is the bugbear of little minds. 
Two days after the supposedly last chance 
a letter arrives with the mimeographed 
signature of the president of the company, 
assuring me that the magazine would 
consider the lapse of my subscription an 
irreparable loss, and that in such a case, 
he personally would not be able to face 
his board of directors. He has, he implies, 
already gone sleepless for three nights. 
Will I not, chiefly in my own interest, 
but also as a personal favor to him, mail 
him direct the enclosed card, which I will 
note, does not even require a stamp? 


. * * 


By this date the time is really up, the 
renewal is made easily and without en- 
countering any of the obstacles hinted by 
the letter campaign. As a matter of fact, 
the barrage is likely to continue anyhow; 
there is often a lack of liaison between 
the subscription and the advertising de- 
partments. If the decision is against 
renewal, the importunate letters may con- 
tinue indefinitely. I am still getting spe- 
cial offers from a financial magazine to 
which I subscribed for a _ three-months’ 
trial offer eight years ago. The publishers 
must have spent what they got from me 
three or four times over on postage, but 
their heads are still bloody but unbowed. 


We hear that Ben Scott, former 
supervisor of state printing for Wis- 
consin, is now sales manager of the 
Gile Letter Service, Minneapolis, 
Minnesota. The Gile Company is 
this year celebrating its twenty-fifth 
anniversary. 


MATCHED STATIONERY 


Congratulations to two organiza- 
tions for intelligent performance in 
matching their stationery and checks. 


E. A. Wright Company (engrav- 
ers, printers, lithographers), 2545 
North Broad Street, Philadelphia 32, 
Pennsylvania have a_ beautiful en- 
graved letterhead which symbolizes 
and describes their specialized work 
in bonds, stock certificates and securi- 
ties. ‘Their company check carries the 
design used on the letterhead and 
certainly advertises their business in 
a most striking way. 

Jos. W. Vestal & Son (wholesale 
and retail florists), Little Rock, Ar- 
kansas have a beautiful three color 
letterhead, carrying as the dominant 
design, a cluster of roses. “Their com- 
pany check bears at the left hand 
side, a rose cluster in full color. 


Persons receiving checks from the 
above two concerns cannot help but 
be impressed. 


& 
FICTION IN DIRECT MAIL 


Harry Higdon in his most recent 
Phoenix Flame reveals that “mystery 
invades doctors’ offices.” 


Sharp & Dohme, pharmaceutical 
and biological manufacturers of Phil- 
adelphia, have been sending  sensa- 
tional murder mysteries in brief four- 
page folder form. Paul B. Robinson, 
S&D advertising director thought it 
would be a good idea to cater to 
doctors’ liking for detective stories. 
And it makes good sense. The receiv- 
ing physicians get a few minutes of 
relaxation trying to solve a mystery 
on three of the pages of the folder. 
The fourth page features informa- 
tion on a S&D product. Says Hig: 
‘This is good and unusual advertis- 
ing. First a fiction story to appeal 
to doctor’s human side, then a factual 
story to attract his professional inter- 


” 
ests. 


Hig reprinted one of 
“The Black Widow” in 


his Flame. Yep, you guessed it, we 


We agree. 
the stories. 


took time out from our monthly 
house magazine inspection stint to 
read every word of it. 
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ttention-getters which triple the pull- 
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price list illustrating many of them. 


A. Mitchell-R. 735, 111W. Jackson Blvd., Ch’go4 











LETTERS 


PRINTED—ONLY $4. 3 3 


$8.66 FOR TWO COLORS 


Now you can make more profit on direct mail! 
Now you can afford testing! 1,000 letters 
printed in black on letterheads you furnish 
$4.33. Write for complete price list. 

CUT YOUR DIRECT MAIL COSTS! 


WRITE FOR PRICE LIST TODAY. 
FLEET Process Letters Co. 


Chamber of Commerce Bidg., Denver 2, Colo. 











— Active Customer Mailing List tt 
10,000 Women Mail Order Buyers 


All sent us orders, some totaling $50.00 
to date for needlework items. An excel- 
lent list of prospects for nearly any type 
service or product. Available for rental at 
low rate. For full details write 

GEO. LENHOFF SALES CO. 
134 So. 13th St. Lincoln 8, Nebr. 











CUT-OUTS AGAIN 


Forbes Magazine is using an at- 
tractive die cut booklet to put across 
its story of “Case Histories.” “T'wenty- 
eight pages. Overall size 814° x II. 
Made realistic by die-cutting the 
edges. Well done. Maybe you could 
get a copy for your idea file by writing 
Frank H. Burns, Vice President of 


Forbes, at 120 Fifth Avenue, New 
York 11, N. Y. 
* 
NOT THAT 


Oh, call me up for ridicule, 
And fill my soul with shame, 
Reproach, 


But don’t misspell my name. 


Tom Dreier of St. Petersburg, 
Florida and Melvin Village, New 
Hampshire would like to know who 
wrote the above. It is an old one... 
but Tom thinks that it needs to be 
repeated many 
variations. 


abuse, and obloquy, 


times, with possible 
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FIGHTING “RECESSION” 
Regarding loose talk, Mr. Hoke, 


on the subject of depression, as covered 
on page ten of your February issue, 
I thought you would find the attached 
reprint of interest. 


We mailed this reprint to our list of 
customers and prospects, to trade papers 
in our field, to United States Congress- 
men, and to the metropolitan newspapers 
in the 23 principal cities where our 
sales ofhces and warehouses are located. 


We know that the subject matter is 
not new, but we know also that by 
adding our voice to the discussion we 
gained in good will. 


Senator Homer Capehart read it into 
the Congressional Record, Governor 
Luther W. Youngdahl of Minnesota re- 
ferred to it before a state meeting of 
building men in Minneapolis, many 
newspapers and trade magazines re- 
printed it or portions of it, 18 house 
organs picked it up and used it as “a 
guest editorial’, and more than 500 build- 
ing men wrote to us in approbation. 


Actually, what I’m doing with this 
letter is practicing in an effort to achieve 
something along the lines of your recom- 
mended “talking” letter and I want to 
thank you for listening before 

Signing off 
Don Poor 
Adv. & Sales Pro. Mer. 
Ceco Steel Products Corp. 
5701 West 26th Street 
Chicago 50, Illinois 


Reporter's Note: Don’t have room 
for the reprint . . . but it’s a good 
essay on the cure for recession or de- 
pression ...a four letter word spelled 
w-o-r-k. “Thanks to Don Poor for 
the story ... and for practicing con- 
versational writing. 


STRANGE TALES FROM 
THE HOUSE MAGAZINES 


Did you know... 


That a recent gag book entitled 
“What I know about Women” con- 
sisted of 893 blank pages? 


That a juke box manufacturer is 
now supplying a blank record ? Those 
wanting peace and quiet can drop a 
nickle in the slot and get five minutes 
of uninterrupted nothing. 


That every year thousands of tons 
of old comic books and comic pages 
from newspapers are shipped to Africa 
to be used for wrapping paper? The 
natives in certain spots, so it’s re- 
ported, refuse to buy anything not 
wrapped in the funnies. 
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REPLY-O PRODUCTS CO. 





150 WEST 22nd St., NEW YORK 11 





SELL 


HOWARD i> 
DHOTGS  rrooucrs Sc 


Commercial - Industrial - Theatrical. 
Postcards 2c; blow-ups on heavy 
board special 20x30 $2; 30x40 $3. 
Your products pictured differentl, 
trom $4.50. 24-HOUR SERVICE. ewe Sample Kit. 


HOWARD PHOTO SERVICE — Dept. R 
168 W. 46th St., New York 19, N. Y *BR-9-2490 





Serving Customers Coast to Coast 


] 








Let this successful mail order advertising 
agency show you how to sell your merchandise, 
books, courses, services, etc. 


The ARTWIL CO., Advertising 


24 West 48th Street @ New York 19, N. Y. 
MEdallion 3-0813 
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CLASSIFIED ADS 


Rates, $1.00 a line-——-minimum space, 3 
lines. Help and Situation Wanted Ads— 
90c per line—minimum space 4 lines. 








ART SERVICE 


NEED ARTWORK? Complete service for 
Mailorder and Direct Mail. State require- 
ments. Send $2 deposit for sketches and 
illustrated brochure. Allan K. Jensen, 
Audubon 5, lowa. 








EQUIPMENT FOR SALE 





Government surplus. Popular Model 1227 
Multilith with Davidson Suction Feed. 
Completely overhauled. Priced to seil. 
Call the Department Store of Office Ma- 
chines. Addressing Machine & Equipment 
Co., 326 Broadway, New York 7, N. Y 
WOrth 2-5337. 





HELP WANTED 





MANAGER ART AND PROMOTION 
DEPT. By leading trade publication. Quali- 
fications: Write copy, make rough layouts, 
select typography, know production; be- 
sides imagination, experience in Direct Mail 
mechanics and procedures important. Job 
is extremely varied—covers many types of 
promotion—dealer, sales, advertising, circu- 
lation, institutional; restyling of catalogs, 
dealer aids, etc. Important: 25-30 age group. 
Tell all in first letter. Box 62, The Reporter, 
17 E. 42nd St., New York 17, N. Y. 





ESTABLISHED NEW YORK CITY Mail 
Agency has openings for several men to 
train for its executive staff. Weekly pay- 
ment and liberal participation in profits. 
Must be willing to get hands dirty and 
run errands, or anything else on occasion. 
Any experience on office machines, adver- 
tising, publishing, accounting, or sales 
may be helpful. Apply in own handwrit- 
ing, please. Box No. 121, The Reporter, 
17 E. 42nd St., New York 17, N. Y. 





SALES MANAGER for long-established, 
reputable Direct-Mail house located in 
pleasantly small southern city. Prefer man 
in early thirties, congenial and well-bal- 
anced, with positive background in Direct- 
Mail advertising, including creative copy- 
writing, recruiting and sales promotion. 
Man may now be assistant with some other 
successful Direct-Mail house but looking 
for opportunity to move into a more prom- 
ising future. Write fully, giving accurate 
detailed record of present activities, record 
of past ten years employment, specific sal- 
ary expectations, and five references. En- 
close snapshot. Attach samples of work, 
which will be returned. Give all informa- 
tion in first letter. Box 61, The Reporter, 
17 E. 42nd St., New York 17, N. Y. 





QUALITY Letters from NEW Stencil 


“Plastic-coated” PROCEL stencils make 
copies so Stygian Black they seem to be al- 
most printed. PROCEL works with any 
ink, gives maximum legibility, minimum 
cut outs and type clogging. Let PROCEL 
improve your letters! Write to Remington 
Rand, Duplicator Supplies Division, Bridge- 
port 1, Conn., for free information. 
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MAILING LISTS 


WANT TO EXCHANGE mailing lists. 
Have 7500 names. Shipped 3500 packages 
citrus fruit last season. La Joya Fruit 
Ranch, Box 310, Pharr, Texas. 








MULTIGRAPHING SUPPLIES 





TYPESETTING for Multigraphing. Sorts. 
Monotype-cast. Reproduction proofs, also 
proofs for Multilith. Ace Company, Brent- 
wood, Maryland. 








RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the re-manu- 
facturing of used ribbons. Chicago Ink 


Ribbon Co., 19 S. Wells St., Chicago, IIL. 





PERIOD LAYOUTS 





FOR PERIOD LAYOUTS, lettering, ete. 
Hornung’s “Handbook of Early Amer. Ad- 
vertising Art.” 2000 cuis, types. $6.50 at 
bkstores or send for free brochure. Dover 
Publications, 1780 Brdwy., Dep. RE. 





DROPPING A LINE 
Dear Mr. Hoke:— 
Or should I say Henry, 


After going through a _ recent Re- 
porter last night I got the feeling that 
I should drop you a line. And when I 
got in this morning and found that my 
secretary was out busy preparing for her 
approaching wedding I decided that I 
would drag out the old Royal that none 
of the girls in the office will touch and 
tap it out myself. 


Even though we’ve never met I feel that 
I've come to know you pretty well 
through The Reporter and through your 
books on the activities of the Fascist 
agents in this country, both native and 
others, in the use of the mails. I’ve read 
a lot of it and I like what I’ve read. 


But of course all these kind words 
aren’t the real reason for writing. I'd 
like to get your reactions to our house 
organ. I’ve inclosed several recent copies. 
It goes out monthly to a list of 11,000 
dealers plus bundles to jobbers for their 
own salesmen. Judging by returns it 
gets read. 


I know that you get lots of these things 
to look over but if you get a chance I'd 
appreciate hearing from you. 


And finally here is an idea which I 
just had while thumbing through the new 
Packaging Encyclopedia. How about a 
Direct Mail Encyclopedia? It could he 
a very useful reference book. What do 
you think? 

David E. Goldberg 
Advertising Manager 
X-Acto Crescent 
Products Co., Inc. 
440 Fourth Avenue 
New York 16, N. Y. 


Reporter's note: Everyone else calls 
me Henry ...so why not you? 


Enjoyed reading the copies of your 
house magazine. If it gets returns 
. It is good. 


Like your covers and copy, but 
your typography could be improved. 


Several people have suggested a 
Direct Mail Encyclopedia, and we 
have been thinking about it. It would 
be a whale of a job. Maybe some of 
these days we can get around to it. 


A LITTLE Owe 
HUMOR wow (OY7~ 
AND THEN IG 


LIMITED TALENT 


First business man: ‘‘My office boy 
whistles while he works.”’ 
Second business man: 
lucky! Mine just whistles.” 
—from “Provincial’s Paper” h.m. of 
Provincial Paper, Limited, 388 Uni- 
versity Avenue, Toronto, Canda. 


“You're 


A Frenchman came to London to 
learn the language, and soon got into 
difficulties with his pronunciation, 
especially with the group comprising 
“though,” “‘plough,” and “rough.” 

When the film of “Cavalcade” be- 
gan its run, and one newspaper re- 
view was headed “ ‘Cavalcade’ Pro- 
nounced Success,’ the Frenchman 
went back home. 


—from “the line” h.m. of Line Ma- 
terial Company, Milwaukee, Wisc. 


OLD GAG, NEW TWIST 

Luke: Who was that lady I saw 
you with last night in a_ sidewalk 
cafe? 

MeGluck: That was no cafe, that 
was our furniture. 


—from “It’s Said and Done” h.m. of 
the Dictaphone Corporation, 420 Lex- 
ington Ave., New York 17, N.Y. 


HANDS UP 
She: ‘Why, what slim expressive 
hand you have. ‘They belong on a 
girl,” 
He: “O. K., baby, you asked for 
it.” 
—from “The Apaco Chatter Box” 


h.m. of the Atlanta Paper Company, 
225 Moore St., 8S. E., Atlanta, Ga. 


THE REPORTER 

















IN [OUCH ipi 








PREPARED BY INTERNATIONAL PRINTING INK DIVISION OF INTERCHEMICAL CORPORATION 


JUNE, 1947 








IPI ESSAY CONTEST WINNERS ANNOUNCED 


Nine States and Canada 
Share in Thirty-four Awards 





Prize winners in the 11th Annual IPI Essay 
Contest were announced this week by 
Fred J. Hartman, Educational Director of 
the National Graphic Arts Education 
Association which sponsors this annual 
competition in cooperation with Inter- 
national Printing Ink. 


5,708 high school students in the 
United States and Canada competed for 
33 cash prizes and one silver cup award. 


Jury of Distinguished Judges 


Winners were selected by a committee 
headed for the 11th consecutive year by 
Harry L. Gage, Vice-President of the 
Mergenthaler Linotype Company. The 
other well-known jurors were: Harold E. 
Stassen, former Governor of Minnesota; 
Lowell Thomas, commentator; Wesley 
Sturges, Dean of Yale University, School 
of Law; and Norman Chandler, President 
and Publisher of the Los Angeles Times. 


Subject of this year’s contest was, 
“Printing’s Place inthe Postwar World.”’ 
Winner of first prize of $500 in cash is 
David C. Dry, 17-year old senior at 











David C. Dry 
First Prize Winner 








Eva Kallin 
Third Prize Winner 


Timken Vocational High School, Can- 
ton, Ohio. 


Printing comes naturally to David for 
he works afternoons in the job printing 
plant of his father under the Timken 
vocational plan by which pupils study 
half a day and work under supervision 
the other half. Young Dry expects to 
follow in his father’s footsteps in printing 
when he graduates from college. 

In his prize-winning essay on Printing’s 
Place in the Postwar World, David says, 
“The number one problem in the postwar 
world is peace. Upon printing and the printed 
word rests the responsibility of bringing about 
an understanding between peoples and nations 
to prevent future wars. It will be the place of 
printing to carry education and understanding 
for peace to all parts of the world.” 

A young Canadian, Norman Joly, of 
the Ottawa Technical High School, 
Ottawa, Ontario, is a double winner. 
His essay won second prize of $175 in 
cash for content, and a $20 cash award 
for excellence in printing the essay. 


Norman is a 17-year old student of 
printing who also spends his spare time 
working in a local print shop. He, too, 
plans a career in the Graphic Arts field 
upon completion of his education. 


Third prize of $50 in cash goes to Eva 
in, 14-year old student of Aptos 





Junior High School, San Francisco, Cali- 
fornia. Eva’s timely choice of subject was, 
“How a Free Press Promotes Interna- 
tional Understanding.” 


Fourth prize winner is Louise McKee, 
13 years old, of J. C. Murphy Junior High 
School, Atlanta, Georgia. Her prize is 
$25. She has an excellent scholastic rec- 
ord, has been president of her class, and 
is interested in music. 


Theodore Prusinski, senior at Philip 
Schuyler High School, Albany, New 
York, took fifth prize of $10. He, too, 
works part-time in a printing plant, and 
is planning a Career in typography. 

There are 25 additional prize winners, 
who received $5 each for the excellence 
of their essays. 


Silver Cup Goes to Montreal 


The special prize of a Silver Cup for the 
essay most handsomely 7 in color 
goes to the School of Graphic Arts, 
Montreal, Canada. This is a repeat per- 
formance for this school which won the 
same award in the Ninth Annual IPI 
Essay Contest. 


Leo A. Kanabrocki, who placed sixth 
in the essay contest, and James A. Parfet, 
who placed 20th, also won additional 
prizes of $20 for their printed essays. 














Norman Joly 


Second Prize Winner 





NUTS AND BOLTS ADVERTISING 


Direct mail is a phase of advertising that makes big 
demands on analytical thinking, creative ability and 
timely articulation of good selling ideas. It is the 
“hard work” end of advertising . . . a specialized field 
requiring seasoned experience and plenty of techni- 
cal “know how”. Like all good advertising, it thrives 
on ideas — carefully planned and intelligently ad- 
ministered. 


Hickey-Murphy-St. George, Inc. is a young organi- 
zation with a twenty year old backlog of experience 
in getting results via the direct mail route. We offer its 
creative facilities to direct mail users who have an ap- 
preciation for the hard-headed, practical, “nuts and 
bolts’ approach to selling problems. 


We'll take your basic thought and work it into a 
hard-hitting direct mail piece or an entire campaign 
without conflicting with your present advertising 
agency connections. 


Cost? —Hickey-Murphy-St.George,Inc.serviceis Free Upon Request 
offered on a modest fee basis — per assignment or per ‘“TTFE IN AN IDEA FACTORY” 


year. Our strongest selling arguments are the direct 


mail jobs we've done for large and small clients. An st nals lis. Mceccnagieiess: eine 
booklet on the application of successful 


interview with one of our principals will provide the dicect mail advertising. 
answer to your direct mail problems. 


es 


HICKEY - MURPHY - ST. GEORGE, INC. 


Creative Direct Mail Advertising 
2 WEST FIFTY-SIXTH STREET-NEW YORK 19, N. Y.- CIRCLE 6-8737 








